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Dealer Disagrees With 
“Needed Leadership” 


To the Editor: 

As an old subscriber to Electrical 
Merchandising and having been in the 
appliance specialty business for the past 
ten years, I have been very much inter- 
ested in your editorials and I could not 


‘let the June editorial of the Electrical 


Merchandising pass without making 
some comment. 

I wonder sometimes how close you 
are ‘to the electrical specialty business 
and whether or not your judgment or 
viewpoint is not influenced or possibly 
warped by your company’s interest in 
periodicals which have a close affilia- 
tion with the utilities. 

After ten years of patient observation 
and a sincere endeavor to get one utility 
in particular to cooperate, I think I can 
state that as long as human nature is 
human nature there is going to be much 
difficulty and it is going to be prac- 
tically impossible to get the utilities to 
sincerely cooperate and endeavor to 
build up dealers generally speaking. 


Utility Leadership 


You speak of “Needed Leadership,” 
has the past record of utility merchan- 
dising prior to political agitation indi- 
cated any interest in the dealer? Is 
it to be expected that that type of Lead- 
ership which in the past has been 
unduly, greedy and selfish and which, at 
this writing, grants terms of payments 
on appliances way in excess of what 
any reputable finance company will ac- 
cept and their interest charges are one- 
half of the finance company’s ? 

Do you mean the type of Leadership 
that has promoted and campaigned the 
$29.00 and $39.00 (approximate fig- 


~ ures) Vacuum Cleaner with premiums 


and down payments of 50c.? 

Do you mean the type of Leadership 
that has featured the $69.00 and $99.00 
(approximate figures) washer with unu- 
sually low terms, premiums and other 
inducements ? 

Do you mean the type of Leadership 
that has featured the $96.00 price on 
electric refrigeration and who in prac- 
tically all their advertising has endeav- 
ored to convey the idea that if they 
would not buy that particular make of 
appliance that the customers are not get- 
ting the full value? 

Do you mean the type of Leadership 


that has a sales organization with pos- - 


sibly as many as eighty sales people 
in a population of 200,000? 

Do you mean the type of Leadership 
that in addition to the above sales or- 
ganization allows manufacturer’s rep- 
resentatives to employ sales people on 

(Continued on page 42) 
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WASHERS NOW PRICED AS LOW AS 


All electric models available 
with discharge pump at 
slight additional cost. e All 
models—including those 
with Gasoline Multi-Motor 
sensationally reduced in 
price. 


All prices slightly higher in West and Southwest territories, 
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What the 


National Industrial Recovery Act 


Means to the Dealer 


R perhaps it would be more 

to the point to write what 

NIRA can be made to 
mean to dealers. For while the major steps under this 
revolutionary measure must be taken by the manufac- 
turers, it vitally concerns the distributing branches of 
this trade to know what is being done and to exert the 
influence of all dealers and wholesalers to see that the 
codes adopted give an even break to the legitimate elec- 
trical wholesaler and dealer. 

The President stated the essence of the act when he 
said : “The law I have just signed was passed to put peo- 
ple back to work to let them buy more of the products 
of farms and factories and start our business at a living 
rate again.” There in the fewest possible words is the 
clear purpose. The act itself creates the machinery. And 
a vital portion of the law authorizes industry to agree on 
practices of fair competition which, when approved by 
the President, can be enforced against the gyp who in- 
fests every industry. Agreements on price as well as 
practice are permitted. Price agreements in the form of 
price fixing will, it is said on good authority, be frowned 
upon except in special cases. Price control, however, to 
prevent below cost selling, is desired, and will be en- 
couraged. 

This is the part of the measure that will most affect 
the electrical dealer and the action taken under it is the 
action in which he is most interested. For while the 
bill seems to be more occupied with the reemployment of 
factory labor, there are the wholesalers, retailers and 
their sales forces who can be put back to work. They are 
essential in the process by which the products of factories 
are to be bought by the reemployed. The starting of 
business at a living rate involves the return to prices and 
margins on which a living rate will be again possible. 

The several branches of the electrical industry are tak- 
ing action. NEMA has drafted a code, NECA has 
drafted a code, NEWA is preparing its code, the Amer- 
ican Oil Burner Association has adopted a code for sub- 
mission, the Vacuum Cleaner Association has called a 
meeting for the same purpose, the American Washing 
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Machine Manufacturers have met, committees are at 
work and a code is being prepared. It is the action of 
the washer manufacturers that I shall consider at some 
length. This for a number of reasons: First, because I 
was present at one of the meetings in Chicago when the 
provisions of the washer code were discussed. Second, 
because the code adopted by the washer manufacturers 
will unquestionably affect the action taken on other appli- 
ances and most important of all, because of the place 
held by the washing machine in the business of the 
readers of this magazine. 


HE washer men met a few weeks ago on one of 

Chicago’s 100 degree days. A preliminary meeting 
had outlined the steps of a code. They took their coats 
off and went at it. An all day meeting, it was an example 
of the kind of association conferences that are being held 
these days and that, at least in my experience, have never 
been held before. There were no generalities. They got 
down to cases. The matters before them included mini- 
mum wages, hours of work, cash discounts, spiffs, other 
allowances, additional charges for odd frequency motors, 
consignments, f.o.b. prices and most important, the point 
that involves all others—a stabilization of prices by the 
agreement not to sell below industry cost. 

This term “industry cost” needs explanation. In order 
to protect the industry from the destructive competition 
of the past two years it is not sufficient merely to agree 
not to sell below cost. All items that constitute cost must 
be determined and written into the code agreed upon. 
This is necessary because methods of cost accounting 
differ between manufacturers; because there are manu- 
facturers whose cost does not now show any charges for 
such essentials of market building as product develop- 
ment and advertising. There may be a few manufac- 
turers who will oppose this basis on the plea that they 
need no money for developing new and improved prod- 
ucts and that they can operate without advertising ex- 
pense. Under the code in preparation, these manufac- 
turers may take these elements of industry cost as profit, 
but for a brief time only. Under the new system, with 
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cut-throat prices put away in storage, competition will 
quickly bring out the development of improved features 
and new selling points; a situation which will demon- 
strate to the most skeptical manufacturer that an indus- 
try cost basis is not only justified but vitally necessary. 

The association, through an active committee and with 
the assistance of Ernst & Ernst, public accountants, is 
working to establish this industry cost which will set a 
base below which washers cannot be sold. 


ie us pause at this point for three rousing cheers. 
An established base price on washers will put an 
end to the conditions that have reduced the sales and 
destroyed the profits of the washer dealer, made it im- 
possible for the washer salesman to earn a living and put 
three-fourths of the washer manufacturers in the red. 

An established base price on washers will bring about 
a return to fair competition in washer selling. It will 
mean the end of bait advertising on cut-price washers. 
It will give the dealer an even break with the downtown 
store and an even break is all the dealer has ever needed 
to sell rings around his big competitors. 

The prices of washers will, of course, be raised. The 
raises will come from the increased cost of labor and ma- 
terial. Although washer manufacturers have always paid 
fair wages to their workmen, they will, like all other 
manufacturers, be required to raise these wage levels, 
shorten working hours and hire more men. Higher wages 
will also increase the cost of the parts the maker buys: 
tubs and wringer rolls and motors. So prices must be 
higher. It then follows that dealers’ compensation will 
be greater. For even without increases in present retail 
discount percentages, margin in dollars will be greater. 
Enough greater to permit the dealer to go out again and 
do a creative selling job. And the field for his selling 
will be a wider market provided by customers and pros- 
pects who are back at work and earning money. 

In addition to establishing a base price and a strict 
agreement that there will be no selling under cost, the 
code adopted can also correct many business abuses: 
spiffs to retail salesmen, other allowances extracted by 
horse trading buyers, and all the list of practices that 
favor certain customers and discriminate against others. 


ASHER manufacturers are earnestly seeking to 

use the opportunity given by NIRA to put the 
washer business on a clean basis. Their proposed action 
is in the dealer’s interest. And now, therefore, is the 
time for dealers to speak out. Not ail the washer manu- 
facturers are in complete accord with the proposed code. 
Even when the manufacturers have at least a majority 
agreement, the code will have to be taken to Washing- 
ton and sold on its merits to the administrator of the 
NIRA. 

The basis of price stabilization will be closely scruti- 
nized and the manufacturers will be required to prove 
that it is in the public interest. Therefore, evidence of 
dealer support to a price stabilization code will be of the 
greatest value both now, while the manufacturers are 
framing their agreement, and later, before the govern- 
ment officials. 

As I write this, a letter comes to my desk from a 
prominent dealer in the Mississippi Valley. He tells me 
he wants to see a more perfect human consideration of 
the primary elements of electric appliance merchandising 
and he hopes for action on the few simple things neces- 
sary to be done if the specialty jobber and direct retailer 
are to continue in the electrical appliance picture. This 
electrical appliance man is willing to contribute time and 
money to accomplish these ends. All he asks is how to 
go about it. And I believe that many other men in our 
trade have the same helpful point of view. 

As I see it, the place to register the dealers ideas on 
what needs to be done is either with the manufacturers 
whose goods they are selling, or with the secretary of the 
Washer Manufacturers Association, or, if the dealer 
would rather send them to ELECTRICAL MERCH- 
ANDISING, we will see that they are cleared to the 
manufacturers. 

A widespread trade support to a practical washer code 
will be invaluable in setting the whole appliance business 
on a new and profitable course. 


WoC Cee etc 


EDIToR 





KANSAS ANTI-UTILITY MERCHANDISING 
LAW REVERSED BY SUPREME COURT 


Violation of the 14th Amendment, Decision Holds 


nected with and incidental to the same 
and distribution of gas, and is an im- 
plied power of such company because it 
directly and proximately tends to 
accomplish the same general purpose 
for which the company was _incor- 
porated.” 








PPLIANCE merchandising history 
was re-made in Kansas this month 
when the Kansas Supreme Court de- 
clared the public utilities anti-merchan- 
dising law unconstitutional as a viola- 
tion of both the state and federal con- 
stitutions. 

The law had been passed in 1931 by 
the state legislature. It was promptly 
contested by Henry L. Doherty and his 
Cities Service gas distributing com- 
panies through a test case in the Shaw- 
nee county district court. The lower 
court upheld the law which is now re- 
versed by the decision of the State Su- 
preme Court. It is possible that the fight 
may be carried to the Supreme Court of 
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the United States, as the presiding jus- 
tice, William Easton Hutchinson, based 
his decision on the fact that the ‘anti- 
merchandising law was in direct viola- 
tion of the Fourteenth Amendment of 
the Federal Constitution of the United 
States. 

The opinion, written by Justice 
Hutchinson (Justices Harvey and Daw- 
son dissenting) held that: 

“Where a. public utility corporation 
is authorized to do business in Kansas 
in the manufacture, purchase, supply 
and distribution of artificial and natural 
gas, the sale of gas appliances by it, 
under the facts and circumstances set 
out in this opinion, is intimately con- 


Concerning the unconstitutionality of 
the anti-merchandising law, the decision 
said: 

“Chapter 238 of the sessions laws of 
1931 is unconstitutional and void be- 
cause it is in violation of the fourteenth 
amendment of the constitution of the 
United States in that it denies to certain 
individuals, firms and corporations the 
equal protection of the law.” 

The opinion went on to state that 
evidence showed that the gas companies 
have sold 80 to 90 per cent of the gas 
appliances sold in the communities 
where they operate and that since 1925 
the total gross sales of appliances by 
Kansas companies have amounted to 
$4,992,000. [It must be remembered 
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that while the Supreme Court decision 
affects the sale of electrical appliances 
by power companies, that the opinion 
was based on evidence submitted by 
purely gas utilities.] The opinion went 
on to say that the appliances sold by 
the gas companies were safe and stan- 
dard, many of them being carried in 
stock by merchants in the community. 
Further, that they were sold at fair 
and reasonable rates and were serviced 
by the companies. Long term contracts 
permit consumers to enjoy the use of 
modern equipment and utility campaigns 
helped increase the demand for their 
services. The court held that these 
activities by the gas companies were 
legitimate and within their constitu- 
tional rights. 

In conclusion, the court’s opinion 
read: 

“With no feature of public welfare 
actually involved, the conclusion surely 
must follow that to deprive these plain- 
tiffs of an implied power and privilege 
incidental to their general business is 
unreasonable, arbitrary, unjust and op- 
pressive. Other individuals, firms and 
corporations can engage in merchandis- 
ing these appliances, but this particular 
class cannot. They are deprived the 
equal protection of the law. We there- 
fore, conclude that the act is unconsti- 
tutional as being in violation of the 
fourteenth amendment of the constitu- 
tion of the United States.” 

While it is too early to say what 
action the electric power utilities in the 
state will take as a result of this far- 
reaching decision, it would not be in- 
appropriate, perhaps, to point out that 
its ultimate effect will be for the good 
of the appliance merchandising business. 
It will permit and encoyrage mutual in- 
dustry conferences in which differences 
of opinion may be ironed out by coop- 
erative agreement rather than by force 
of legislation. The decision will give 
pause to many state legislatures ponder- 
ing similar measures and, it is to be 
hoped, it will be accepted by utility 
companies the country over as an op- 
portunity to further those Cooperative 
measures with other branches of the 
industry that have so auspiciously been 
fostered within the past two or three 
years. 


EUREKA RETURNS TO 
SPECIALTY SELLING 


CC that business definitely 
has set in and that the trend from 
now on will be upward. Eureka Vacuum 
Cleaner Company today announced that 
it will increase its sales organization, 
returning to the specialty selling plan of 
merchandising. 

A sizable organization will begin ac- 
tivity in the New York market immedi- 
ately, Fred Wardell, president, stated, 
and specialty sales forces will be or- 
ganized in other important centers later. 

The large selling organizations of this 
company were discontinued more than a 
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TRAVELLING APPLIANCE SHOP 


Ed Seaman of the Seaman Electric Company, Mineola, L. I., is in 
step with the times. He believes in taking his products to the home. 
In this new display car he demonstrates refrigerators, washers, 
ironers, cleaners, dishwashers, mixers, radios and heating appliances. 


year ago when Eureka retrenched to 
cope with the depression. Since that 
time, Mr. Wardell pointed out, the com- 
pany has found it possible to operate 
at a profit on a comparatively small 
manufacturing volume. 

- “We chose New York for resump- 
tion of our activity because it is, of 
course, by far our largest market, and 
even a moderate sales increase there 
would tremendously step up our fac- 
tory production here in Detroit,’ Mr. 
Wardell explained. 


A NEW IDEA IN 
ELECTRIC COOKERY 
COUNCILS 


ERETOFORE, executives of utili- 
ties and jobbers have headed up 
cookery councils and the manifold 
duties of these head men have frequently 
deprived them of the time necessary for 
the actual development of these councils. 
With this problem in mind, J. H. Van 
Aernam, Sales Promotion Manager of 
the New York Power and Light Cor- 
poration at a recent organization meet: 
ing in Albany, proposed a_ council 
formulated on a new principle; namely, 
that the council be composed of jobbers’ 
field salesmen; three of them to serve 
as directors of the three divisions of this 
council which was later named the Mo- 
hawk Hudson Electric Cookery Coun- 
cil. The activities of this council be- 
came easy to promote since these field 
salesmen of the jobbers are in the field 
at all times. 

Officers elected are as follows: Chair- 
man—Bill Page, representative of the 
G. E. distributor, A. Wayne Merriam, 
Inc.; Vice-Chairman—Benny Coughlin, 
representative of the Hotpoint distribu- 
tor, Havens Electric Company ; Director 
of the Adirondack Division — Jack 
Baker, Westinghouse Range distributor, 
Sacandaga Electric Supply Company; 
Director of the Capital Division—Leon 


Otis, Graybar Company ; Director of the 
Mohawk Division—Bill Griswold, rep- 
resentative of Standard and Universal 
range distributor, Electric Supply & 
Equipment Co.; Secretary—Charles Le- 
vine, New York Power & Light Cor- 
poration. 

Under the strong leadership of this 
experienced group of salesmen the coun- 
cil idea immediately took hold. The 
jobbers’ salesmen, calling regularly on 
their dealers, explained the council and 
its purposes, and encouraged their at- 
tendance at the group meetings held in 
each of the divisions. The meetings 
were held in Glens Falls on June 20th; 
Gloversville, June 21st, and Albany, 
June 22nd. 

The director of each division being 
in the field, took it upon himself to urge 
the dealers to attend the meetings in 
each division. By doing this a 100% 
attendance was assured at each meeting. 
Thus, the entire area covered by the 
New York Power and Light Corpora- 
tion was presented with the story of 
electric cookery. To each of the meet- 
ings came dealers over an area of 60 
miles. Dealers came with their sales- 
men, and to the meetings were also at- 
tracted electric outlets who were inter- 
ested in selling electric ranges. 

Each of the meetings was opened by 
the Chairman of the Mohawk Hudson 
Electric Cookery Council who then 
turned the meeting over to the director 
of that division. The director of that 
division then introduced “Ash” Collins 
who presented the story of the National 
Electric Cookery Council and how its 
principles could be applied locally. <A 
unanimous expression was made by all 
the jobbers and their field salesmen at- 
tending this meeting, to avoid competi- 
tion among themselves by selling elec- 
tric cookery rather than their individual 
product. 

Immediately plans were drawn up for 
a follow-through of the principles laid 
down by the National Electric Cookery 
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Council. The plans formulated were as 
follows: 


1—Every member of the council 
should sell himself an electric 
range. 


2—A direct mail campaign over the 
name of the Mohawk Hudson 
Electric Cookery Council to a se- 
lected list of range prospects. 

3—A series of window cards identify- 
ing electric range dealers as mem- 
bers of the Hudson Mohawk Elec- 
tric Cookery Council. 


SALES UP—PRICES 


Manufacturers, Wholesalers and Deal- 
ers Report Heavy May and June 
Buying; Refrigerator Prices 
Start Upward 


— appliance business is taking a 
turn upward. 

This is no high-blown optimism; the 
cold figures prove it, the reports from 
manufacturers, operating their plants on 
a full-time basis, prove it; the whole- 
salers who are having difficulty in fill- 
ing orders, prove it; the dealers who 
are finding their depleted stocks a 
handicap, prove it; and the public, 
emerging from a three-year buying 
hibernation, clutching money in their 
fists, adds the final convincing argument. 

May washing machine sales are the 
highest since September, 1931. They 
are almost double the sales for May of 
last year. The figures from the Ameri- 
can Washing Machine Association, 27 
manufacturers reporting, show total 
sales of 62,963 washers for May, ’33, 
against 36,964 sales for May, ’32. Of 
these, 1,832 were gasoline-powered ma- 
chines. Last May only 954 gas engine 
washers were sold which means that the 
farmers are coming into the market to 
buy washers. A recent trip through the 
midwest revealed that all the washer 
manufacturers were enjoying upturns 
in business, many of them being unable 
to take care of the demand. These were 
not isolated cases—all had felt the re- 
sumption of purchasing. And not by 
dealers, speculating on probable in- 
creases in business but by dealers. 

Refrigerator manufacturers generally, 
have the same story to tell—plants run- 
ning full time, more men employed and 
the public responding to a new buying 
urge partly through renewed confidence, 
partly through knowledge of imminently 
higher prices—some of which have al- 
ready been announced. 

Frigidaire Corporation reports that 
domestic refrigerator sales in May were 
42 per cent higher in dollar volume 
than in May ’32. Increases were regis- 
tered in all 43 sales districts in the coun- 
try, according to E. G. Biechler, presi- 
dent and general manager. The com- 
pany’s two Dayton plants are running 
at full capacity with 10,000 men em- 
ployed and June anticipated to be the 
greatest production month in the his- 
tory of the company. 
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+—A proposal to form a local or 
junior council in each area. 

5—A series of sales schools and sales 
training courses. 

6—Cooking demonstrations for both 
salesmen and prospects. 

7—A definite quota by divisions was 
set up. This quota was broken 
down into months so_ reports 
might be issued each month indi- 
cating to the dealers what portion 
of the quota has been obtained 
from month to month. 


UP 


Westinghouse have added 400 more 
men to their Mansfield works and ac- 
cording to R. C. Cosgrove, manager 
of the refrigeration department, June 
orders were being booked at the rate of 
850 units a day. May was the biggest 
month in Westinghouse refrigerator 
history and with the plants working at 
24-hour capacity, the company are striv- 
ing to fill the 8,800 back orders on the 
books and build a surplus for the antici- 
pated continuous demand. Norge is an- 
other manufacturer to report that May 
was the largest month in their history. 

Crosley reports a backlog of unfilled 
orders for 8,750 refrigerators together 
with a 120 per cent increase in radio 
sales for the first five months of the 
year over ’32. Powel Crosley, Jr., gave 
out the good news at the eleventh annual 
distributor’s convention recently. 


Price Increases Announced 


Majestic, Kelvinator and Leonard 
beat other manufacturers to the gun 
with announcements of price increases 
on refrigerators. Kelvinator’s are 
up from $2.50 to $51—three months 
after the company announced to the pub- 


lic that prices then in effect would not be 
guaranteed for more than a short period. 
George W. Mason, president and chair- 
man of Kelvinator said that price in- 
creases were imperative to offset the 
upward revision that had taken place 
in commodity prices: Grigsby-Grunow, 
Majestic radio and refrigerator manu- 
facturers, upped prices on all refriger- 
ator models from $5 to $10, to take ef- 
fect July 1. Majestic radio shipments, 
said LeRoi J. Williams, vice president, 
showed a 75 per cent gain in May over 
last year and June production calls for 
a 300 per cent increase over June, ’32. 
Refrigerator shipments have also in- 
creased each month this year. 

Another manufacturer to report 
price increases on appliances is the One 
Minute Washer Company, Newton, Ia. 
Prices on all models will go up July 1, 
according to Charles Bassett, vice 
president. 

Concurrent with the announcement of 
price increases comes a notice from the 
General Electric Company that prices 
on four models of their new refrigerator 
line have been reduced from $5 to $31. 


' Wholesalers Business Booming 


In response to telegrams from Elec- 
trical Merchandising, wholesalers from 
all over the country wired the good news 
that the appliance business is leading the 
procession back to better times. Typical 
messages follow: 


PITTSBURGH 

SOLD MORE THAN FIVE TIMES 
AS MANY FANS TO DATE IN 
JUNE THIS YEAR THAN EN- 
TIRE MONTH OF JUNE NINETEEN 
THIRTY-TWO. RETAILER FAN 
STOCK MUST BE LOW AS WE ARE 
GETTING REPEAT ORDERS. 
WASHING MACHINES AND IRON 





PROUD FATHERS 


When the new Horton De Luxe washer, with the Auto-Safe wringer, 
came off the line recently, the men responsible for its introduction were 
on hand. Left to right: W. T. White, sales manager; A. H. Peters, 
general manager; H. J. Bowerfield, vice president and H. W. Kortum, 


chief engineer. 
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BUSINESS GOOD AND LOOKS 
PROMISING FOR SUMMER 
MONTHS. INDUSTRIAL BUSI- 
NESS IMPROVING. REFRIGERA-— 
TOR SALES TREMENDOUS. GREAT 
DIFFICULTY IS GETTING DE- 
LIVERIES FROM FACTORY. 

IRON CITY ELECTRIC COMPANY 


BRIDGEPORT 
FAN WEATHER HAS SOLD MANY 
MORE FANS THIS JUNE THAN 
LAST AND OUTLOOK FOR SEA- 
SON IS FOR INCREASED VOL-— 
UME. RETAIL STOCKS CARRIED 
OVER HAVE BEEN MOVED. 
WHOLESALE MOVEMENT IS SUB- 
STANTIAL BECAUSE OF NOMINAL 
STOCKS GENERALLY. AS ALWAYS 
RETAILERS WHO HAVE STOCKS 
ARE GETTING THE BULK OF 
SALES . 

GENERAL ELECTRIC SUPPLY 

CORP. 


NEW YORK 
FAN SALES FAR AHEAD LAST 
YEAR. DEALER STOCKS WERE 
DEPLETED BY FIRST HOT 
WEATHER BUT WE WERE ABLE TO 
SERVE THEM AND NO BUSINESS 
WAS LOST. REFRIGERATION 
SALES BOOMING AND ALL OUR 
LINES CONTINUE TO SHOW IN-— 
CREASED DEMAND. WE ARE 
GEARED UP TO SERVE IN- 
CREASED HAND TO MOUTH 
DEALER BUYING AND ARE MUCH 
ENCOURAGED BY STEADILY IN- 
CREASING BUSINESS WHICH WE 
BELIEVE WILL CONTINUE. 
WESTINGHOUSE SUPPLY CORP. 


NEW YORK 

FAN SALES ARE QUITE EN- 

COURAGING. AHEAD OF LAST 

YEAR. RETAILER FAN STOCKS 

ARE VERY LOW. REFRIGERATOR 

SALES ARE ESPECIALLY GOOD. 
GRAYBAR ELECTRIC COMPANY. 


BOSTON 

JUNE FAN SALES DOUBLED OVER 
LAST YEAR. DEALERS STOCKS 
VERY LOW. WASHING MACHINE 
SALES WAY AHEAD OF LAST 
YEAR. ROASTERS CASSEROLES 
FLAT IRONS, SANDWICH TOAST-— 
ERS MOVING IN GOOD QUAN- 
TITY. REFRIGERATOR SALES 
FAIR. 

MILHENDER ELECTRIC SUPPLY 

COMPANY 


SOUTHERN CALIFORNIA 
HAS A RANGE WAR 


| the past few months the gas busi- 
ness has been like a plague of locusts 
to the electrical business in southern 
California. By a $50 trade-in allow- 
ance on electric ranges against the pur- 
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NEW JOBS 


At a meeting in 1931 of the Cope- 
land dealers at Los Angeles, W. D. 
McElhinny, then vice president of 
Copeland, now Frigidaire com- 
mercial sales manager, greeted 
Evan O. Thomas, then president, 
Thor Pacific Co., now general sales 
manager, Hurley Machine Com- 
pany. 


chase of a new gas range, and to a pub- 
lic with a price complex, the gas people 
have taken 500 electric ranges off power 
company lines in southern California. 

Word is out that the gas companies 
are dumping the electric ranges so 
traded-in, among dealers along the 
coast between Los Angeles and San 
Francisco, where there is no gas dis- 
tribution and the market for electric 
ranges has always been good. 

To meet the electric range situation 
the city of Glendale is planning a sys- 
tem for the rental of electric ranges. 
The Southern Sierras Power Company, 
too, has some such plan in contempla- 
tion. Other electric utilities and city 
utilities are considering the proposition. 


NEMA DRAFTS CODE 


OLLOWING the actual enactment 

of the National Industrial Recovery 
Act, and immediately sufficient informa- 
tion was available to warrant the at- 
tempt, a purely tentative “Code of Fair 
Competition” for the Electrical Manu- 
facturing Industry was prepared with 
the purpose of securing criticism and 
suggestion from the Federal authorities. 

On Thursday, June 22, President 
Tritle, Mr. Neagle and the Managing 
Director met General Johnson, the Ad- 
ministrator, and members of his staff in 
conference, and on Friday, June 23, the 
board of Governors sat from 10:00 
A.M. until 6:00 P.M. in consideration 
of the proposed code and the informa- 
tion and advice resultant on the con- 
ference. 

As a result, a Committee to formulate 


a Code, consisting of Messrs. Clarence 
L. Collens, F. C. Jones, G. W. Mason 
and J. S. Tritle, was appointed. Its 
functions are (a) the redrafting of the 
code to embody the opinion developed 
at the Board meeting; (b) further con- 
ference with the Washington authori- 
ties to assure as full coordination of 
viewpoint as seems possible; and (c) 
the presentation of the result to the 
Board of Governors for such action as 
it may deem desirable. This Commit- 
tee held its first meeting on Saturday, 
June 24. It is hoped that it may be able 
to report to the Board during the week 
beginning July 2. 

Should the Board approve the Code 
and instruct its presentation, it will, 
in accordance with the procedure exist- 
ing, appoint a Committee, preferably of 
three but not more than five members, 
and convey to that Committee full 
authority to act for the Industry in 
applying for the approval of the Code 
by the President of the United States, 
and to represent it in any proceedings 
in connection therewith. 

On receipt of such application, which 
will contain a statement of the magni- 
tude of the industry involved and the 
qualifications of the Association to 
represent it, the application will be 
referred to one of the Deputy Admin- 
istrators who are working with General 
Johnson. 

The Deputy Administrator will set a 
date for a public hearing at which he 
will preside. He will have with him an 
industry adviser, appointed by the Sec- 
retary of Commerce; a labor adviser, 
appointed by the Secretary of Labor, 
and a representative from the Legal 
Division of the Administration. 

At this hearing any interested person 
may appear and be heard. Following 
the hearing the Deputy Adminstrator 
presents his recommendations to Gen- 
eral Johnson. These recommendations 
are wholly within the decision of the 
Deputy Administrator. The advisers 
sitting with him have no voice in the 
making of the decision. 

Every effort is being exerted to com- 
plete the procedure in the shortest time 
consistent with the best interests of 
the industry to the end that the existing 
uncertainties may be clarified and the 
effort now being exerted by Sections 
and members be effectively and effi- 
ciently expended. 

It is obviously not possible at the 
moment to supply copies of the pro- 
posed Code, nor does the Board feel it 
desirable that copies be available in 
advance of actual approval by it and 
filing with the Deputy Administrator. 

It can be said, however, that the Code 
will carry provisions for designating 
NEMA as the agency for administer- 
ing, supervising and promoting the per- 
formance of its provisions; for accord- 
ing participation to all Electrical Manu- 
facturers; for hours of work and mini- 
mum rates of pay, for such statistical* 
collection, accounting and costing as 
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«:-GOODLIFFE 


For thirteen years with the Eureka 
yacus po nl Company, E. L. 
Goodliffe, ove, is now New York 


divisional manager for Altofer 


Bros. Company. 


may from time to time be required; for 
such general administrative powers and 
procedure as may be necessary; and for 
supplementary sections applying to the 
whole industry or to specific product 
classification. 

In all probability it will embody initi- 
ally no provisions for the control of 
prices beyond a prohibition of the sale 
or exchange of his product by any man- 
ufacturers at a price less than his own 
cost. Such provisions will be devel- 
oped and included as supplements from 
time to time as collected data and ex- 
perience indicate the need. That they 
will be necessary in many branches of 
the industry may be conceded but they 
must be based on data not available 
and which will make evident not merely 
the need but the degree in which it 
exists. 

The governing thought, following the 
desire of the Adminstration, is that the 
Code as initially drawn be as simple 
as practicable and embody merely the 
broad foundation upon which the ulti- 
mate structure may be built. The sec- 
ond step will be inclusion of provisions 
dealing with practices which are unfair 
or which are contrary to sound business 
procedure, and following that, and per- 
haps overlapping in some degree, will 
come the development of the basis and 
method for price control adjustment. 
To attempt the last without adequate 
study and preparation would result in 
little but confusion and collapse. 

In view of the above the recommen- 
dation is made that at this time no effort 
be expended by members or Sections 
in the drafting of codes. That prepared 
for the industry will be the basis of all 
future codes, will be applicable through- 
out the industry, and will embody all 
that can be included at the present 
time with the weight of the whole in- 
dustry behind it. If, despite the above 
recommendation, some Sections feel that 
they must proceed, it is obvious that 
tkis cannot be done in the name of the 
Association. 
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.. BUMAN 


Head of the merchandising activi- 
ties of the Northwestern Electric 
Company, Portland, O., James B. 
Buman has been elected president 
of the Portland Electric Club, 
succeeding Berkeley Snow, Secre- 
tary of the Northwest Electric 
Light & Power Association. 


MEN IN THE NEWS 


Charles Bassett, affiliated with the 
One Minute Washer Company, Newton, 
Iowa, for the past 23 years, has been 
appointed vice-president of the company. 

E. S. Goodliffe, former New York 
distributor for Eureka vacuum cleaners 
in New York, is now New York divi- 
sion manager for Altorfer Bros. Com- 
pany. 

Benjamin Gould, inventor of the Gem 
kitchen mechanic and other devices, is 
now president of the Sun Appliance Co. 

George Bakewell, Jr., has re-assumed 
the responsibilities as Manager of the 
Electrical League of Colorado, succeed- 
ing John J. Cooper, resigned. 

Paul Deming has been elected presi- 
dent and chairman of the board of Cope- 
land Products, Inc., while E. W. At- 
wood is vice-president, Carleton S. 
Smith, secretary-treasurer and Milton 
Stover, assistant secretary-treasurer. 
C. W. Hadden is the new sales manager 
of the company. 

Charles R. D’Olive, former sales man- 





BASSETT 


For 23 years affiliated with the One 
Minute Washer Company of New- 
ton, Iowa, Charles Bassett has re- 
cently been elected a vice president 
of the company. He has earned 
nation-wide recognition as a wash- 
ing machine gral in the United 
tates. 


ager for Trupar Mfg. Co., has been ap- 
pointed sales manager, Refrigeration 
Division, of the Stewart-Warner Cor- 
poration, according to an announcement 
by F. A. Hiter, sales manager of the 
corporation. 

E. O. Thomas, formerly Pacific Coast 
distributor for Thor products, has been 
named general sales manager of the 
Hurley Machine Company. Frank J. 
Simpson is the new sales manager for 
the eastern division. 


J. J. Keith, for the past fifteen years 
with Altorfer Bros. Company, recently 


as eastern sales manager, has resigned 
to organize a new company to market 
the “Kompakt,” a portable electric 
washer for the small home or apartment. 
The new company will be known as J. 


J. Keith Associates with headquarters at 


570 Lexington Avenue, N. Y. C.: 


William C. Macey has been appuiitell 


merchandise manager for the entire 
home furnishings division of Gimbel 
Bros., New York. He has been con- 
nected withe R. H. Macy in a similar 
capacity since 1922. 


OIL BURNER 
CODE DRAFTED 


LIMAXING the tenth annual show 

and convention of the American 
Oil Burner Association in Chicago, 
June 12-16, was the vote empowering 
the directory to present its adopted code 
to President Roosevelt under the terms 
of the administration’s National Indus- 
trial Recovery Act. Members said to 
represent 90 per cent of the industry’s 
production, took the step. The dealer 
division of the association, comprising 
a membership of about 3,000 also ap- 
proved the measure, it was announced 
by R. S. Bohn, chairman. 

“This code,’ Morgan J. Hammers, 
re-elected president, “is set up for the 
purpose of increasing employment, 
establishing fair and adequate wages, 





WILLIAMS 


Fred D. Williams, vice president, 

P. R. Mallory, Inc., Indianapolis, 

Ind., manufacturers of condensers 

and. rectifiers, has been re-elected 

president of the Radio Manufac- 

turers Association at their recent 
Chicago Convention. 
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effecting necessary reduction of hours, 
improving standards of labor and elimi- 
nating unfair trade practices, to the end 
of rehabilitating the oil burner industry 
and enabling it to do its part toward 
establishing that: balance of industries 
which is necessary for public welfare.” 
_ Until his conference with Hugh S. 
Johnson,, dictator in charge of the law, 
Mr. Hammer refused to divulge the en- 
tire content of the code. He declared 
it would affect the manufacturer and 
installation of the following units: 
domestic oil burners, commercial oil 
burners, boiler-burning units, and dis- 
tillate oil burners. Some one million 
units have already been installed in 
homes and small buildings in America, 
and the association estimates seven mil- 
lion prospects remain unsold. 

Besides Mr. Hammers, Haldeman 
Finnie of the Timken Silent Automatic 
Company; R. M. Sherman of the Silent 
Glow Corporation; C. E. Campbell of 
the Nuway Company; W. J. Smith of 
the Cleveland Steel Products Company, 
and R. S. Bohn of Preferred Utilities, 
Inc. were elected vice presidents. 


CLEVELAND JOINS 
THE ELECTRIC RANGE 
PARADE 


LEVELAND, where industry co- 

operation has reached a high degree 
of perfection, is the latest city to fall 
in line with an all-industry program to 
sell electric ranges. 

The program, to be sponsored by the 
Cleveland Electrical League with the 
backing of the Cleveland Electric II- 
luminating Company, got off to a head 
start on June 26 when more than 200 
representatives of power company, de- 
partment stores, contractors, whole- 
salers and manufacturers gathered to 
launch Cleveland’s Cooperative Electric 
Range Selling Program. With talks by 
A. B. Collins, field representative of the 
National Electric Cookery Council, 
Leon Curtice of NEMA, P. B. Zimmer- 
man, manager, specialty appliance de- 
partment of the General Electric Com- 
pany and Pierre Miles of Edison Elec- 
tric Appliance Company, J. E. North, 
president of the Cleveland Elecrtic 
League and others, an enthusiasm and 
interest was displayed on the part of 
the gathering that augured well for the 
success of the effort. 

Cooking demonstrations have been ar- 
ranged for at the six all-electric kitchens 
in the League’s showrooms and, concur- 
rent with the meeting, a full-page ad 
on electric cooking appeared in Cleve- 
land newspapers. 


LOS ANGELES 
SALES ORDINANCE? 


PLAN to incorporate the sales 
regulation features now in the San 


Francisco ordinance in the new Los An- 
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geles ordinance proposed, is meeting 
with the opposition of local radio manu- 
facturers, of which the woods are full. 
There are 50 established radio manufac- 
turers in Los Angeles, and 120 more 
who make sets in basements, garages, 
attics and parking lots. The standard 
price for such midgets is $8.95, which 
almost pays for the parts. The opposi- 
tion to the retail sales ordinance is ex- 
pressed as a desire to see the Under- 
writers Laboratories set up a real test- 
ing laboratory on the coast. This may 


be a legitimate excuse for some of the 
manufacturers, but it smells of smoke 
screen from most sources. 

Meanwhile the chamber of commerce, 
that great sales promotion force in 
southern California, is very active in or- 
ganizing every sort of industry and 
sales group in anticipation of the Indus- 
trial Recovery measure just passed by 
congress. Opinions differ as to the ex- 
tension of the bill to cover retail opera- 
tions but no retailer doubts, its intimate 
application to his field. 





THE BLUE PENCIL 





HE good news is coming in so 

fast these days that we feel like 
sending a personal wire of congratu- 
lations to President Roosevelt, skip- 
per of the Amberjack II .. . but we 
don’t want to start things . . . If all 
the other people who feel like sending 
wires were to do so the boat would 
go down under the load... 

Paul Hichborn over at Rex Cole’s, 
tells us that they just closed an order 
for a quarter million dollars’ worth 
of G-E refrigerators in a new devel- 
opment in Queens County . . . Krich 
distributing in Newark, N. J., signed 
a contract for 400 Gibson refrigera- 


tors in another apartment ... No 
wonder the refrigerator manufac- 
turers are operating full time ... But 


if you want a lot more figures to 
prove that business is really going 
places turn to the first part of this 
section... 

The Fair at Chi is still packing 
them in... Pictures of the exhibits 
are in the back of the book . . . Hot- 
point have a special office in Chi, in 
charge of H. J. Mauger ... It is in 
the Strauss Building at Boul’ Mich 
and Jackson ... ABC is the only 
washer manufacturer exhibiting, by 
the way . . . Among kitchen exhibits 
is one by Monel Metal, which along 
with Hotpoint, G-E, Westinghouse 
and the gas people, makes a lot of 
kitchens for the fair visitors . . . no 
pun... Servel have their new beer 
bar, too, but we don’t know whether 
they are serving... 

Georgia Power set themselves the 
job of selling $250,000 worth of re- 
frigerators in eight weeks (Kelvin- 
ator and G-E) but when six weeks 
had gone by they had. sold $321,753 
worth with the quota reached at the 
halfway mark . . . Now they are aim- 
ing to make it a half million by July 
1! Seems there ought to be a medal 
or something for that kind of selling 
.. . And over their left shoulder, as 
it were, they are quietly getting rid 
of 1,500 small appliances—Everhot 


cookers and casseroles and Westing- 
house fans... 

Hunter Snead of the Edwin L. 
Wiegand Co. says they have a new 
booklet out on super-speed range 
units .. . All the dope plus ETL re- 
ports on boiling speed tests .. . I sup- 
pose the Chromalox boys know that 
San Joaquin Light & Power are all 
geared up for a campaign on high 
speed range units .. . They want to 
modernize all the electric ranges on 
the system to remove the barrier to 
future sales . . . Good way of doing 
it, too... 

Grinnell Washing Machine Cor- 
poration of Grinnell, Ia. have 
changed their name to Grinnell Elec- 
trical Manufacturing Company... 
They are making a refrigerator, oil 
burner and beer bottle cooler in addi- 
tion to the Laundry Queen washer 
...O. H. Epple of Altoona, Pa., 
spent fifteen years with the Spence 
Electric Co. . . . and has now started 
his own business—the Central Elec- 
tric Co., with Ralph Beatty ... He 
says he has read Merch for years and 
intends to continue doing so... Best 
wishes for the new business, Otto... 

Barber-Colman at Rockford, IIl., 
have reduced the prices on all 6 in. 
and 8 in. fans . . . 50 cents straight 
... Faries Mfg. of Decatur, IIl., 
makers of lighting fixtures, have 
bought the Henkel Edge-Lite Co. of 
Chicago and will continue to manu- 
facture Edge-Lite bathroom cabinets 
and lighted mirrors... 

Pacific Gas & Electric arranged a 
meeting of the Pacific Coast Elec- 
trical Bureau recently to discuss 
re-organization — bringing in more 
branches of the industry for greater 
representation ... R. E. Fisher was 
presented with a card table without 
legs . . . Representatives of four 
branches of the industry each pre- 
sented a leg to signify that without 
all four you couldn’t put all your 
cards on the table . . . Or something 
like that ... Oh, well... L.W. 
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The days of real sport in the cleaner business. Taken about 1915, 
the photo shows, left to right: Wm. Lockhart, Edward L. Pearson, 
A. L. McCarthy, vice president, Eureka Co., Al Sherman, Eureka 
service head, and Parker Allen, appliance sales manager, Abington 










& Rockland Light & Power Co. 


ED PEARSON 


has sold 


Z1,000C 


\ \ JE SHOULD have told you about “Cape Cod 
Eddie” Pearson long ago. Sometime during the 
recent depression, let us say. There is some- 

thing extraordinarily refreshing about the man. His 
energy, his enthusiasm, his curiosity and a native warmth 
and kindliness that runs through it all. And you might 
add to that his faith, When we came away from his 
shop the other day after our first visit he said: 

“You know, it is my honest belief that the household 
appliance business never faced a brighter future than it 
does in the next five years. I’ve been in this business 
now for 23 years and I know what I’m talking about. 
The public has been completely sold on what electricity 
will do in the home. The potential demand for appliances 
existing at the present time is enormous. It is staggering 
to contemplate. At the present most people are pre- 
vented from buying by the fact that they are not able to 
afford the equipment—a condition that is bound to 
remedy itself. The only other thing that stops people 
from buying anything we have to sell is that we haven’t 
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to!d them what the devices are and what they will do 
for them.” 

Mr. Pearson is no theorist. In his 23 years as a dealer 
in appliances at Brockton, Mass., he has seen the first 
flush days of the washing machine business, knows in- 
timately the banner years from 1924 to 1927 when 
vacuum cleaners sold a million units a year, saw radio 
take its phenomenal skyward rise to become a major in- 
dustry and, from the standpoint of one of the pioneer 
distributors of refrigerators has seen that device take its 
place as a necessity in the modern home. From his own 
records, packed in an office that has never seen a piece of 
paper enter that had not found its niche somewhere, he 
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The biggest days in the appli- 
ance business are coming, he 


says, after 23 years in business 


By Laurence Wray 


(Above) Pearson uses his windows 
and the space just inside the front 
door for demonstration and display. 
(Left) The store is a workshop— 
always ready for demonstrating. 
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Is Still Going 
STRONG. 


i 
computes that he has sold 21,000 vacuum cleaners, some | 
3,000 washing machines and, more recently, close to 300 
ironing machines. All that in addition to the $150,000 
worth of business he did in the early days of refrigera- 
tion, the hundreds of installations of commercial vacuum 
cleaning units he installed in hotels and institutions, and 
the thorough job he is at present doing on electric ranges. 

He has never been a contractor and by his own admission oo ; 
Idn’t be abl i taal hn toned Apart from regular newspaper advertising, Mr. 
wouldnt be able to wire a ennouse. But e has torgot- Pearson distributes handbills similar to the one 
ten more about the merchandising of electrical goods than pictured above. Usually the newspaper ads 
most men will learn in a lifetime. He has covered terri- and handbills are run concurrently. 
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tories as big as from the south of Boston to Province- 
town and has shipped goods to all parts of the world. 

Today, much as in 1910, the vacuum cleaner is his 
bread-and-butter with the washer running a close second. 
In his early twenties he was running around Brockton 
and the vicinity selling cleaners at such a,rate that he 
attracted a lot of attention to himself. The first person 
to become really interested was a Mr. Nelson, chief 
executive of the Brockton Edison Company. “Eddie,” 
said Mr. Nelson, “you are doing a great job selling these 
vacutim sweepers. Every one you sell means that your 
customer will demand more service from our company. 
I only want to impress on you the fact that while selling 
is your first job, that keeping them sold is your next. 
Businesses are built on service to the customer. With- 
out that you can’t grow and you can’t last.” 

Eddie never forgot. 

The next man to interest himself personally in the 
unusual selling feats of Mr. Pearson was a tall, com- 
manding individual who called on him one day and said, 
“T hear you're selling a lot of Eureka cleaners.” 

“T was,” shot back Mr. Pearson. “I’m all through. 
I’m tired of buying them from a Boston warehouse.” 

“How do you want to buy them?” said the puzzled 
gentleman. 

“Direct from the factory,” replied Mr. Pearson. 
“Quicker service on deliveries and make more money.” 

“Well, it’s a little unusual. We've never used any 
other system than the jobber before—but I guess it can 
be arranged. My name is Fred Wardell and I am presi- 
dent of the Eureka Company.” 

“Glad to meet you, Mr. Wardell,” said the ebullient 
young salesman. “Let’s talk business.” And from that 
day, more than 20 years ago, according to Mr. Pearson, 
that verbal conversation is all that has ever existed be- 
tween them as a contract which made him the first fac- 
tory distributor of Eureka cleaners. 


ROM then on his cleaner sales began to mount until 

he was selling about 400 units a month—$20,000 worth 
of business on one item alone. In the meantime he was 
selling washers, too. He has in his cellar today some 
“1900” washers of the old copper tub and iron brace 
vintage that date back 20 years. He kept them going 
faithfully in his customers’ homes and when the time 
came for a new machine he was on hand to cart out the 
old faithful and bring in the new one. He has sold a 
young couple a washer and cleaner to start housekeeping 
with and lived to see their daughter come in—on the 
mother’s recommendation—and buy a washer and cleaner 
to start her own married life with. 

During those early days he had to be a real pioneer. 
A lot of people hadn’t heard of either cleaners or 
washers. They were skeptical as to whether it was pos- 
sible to get a mechanical device that would replace the 
broom and the washboard. One Irish maid, Mr. Pearson 
recalled, got such a scare when he started a cleaner on 
a demonstration that she chased him out of the house 
with a broom. “She thought I was an emissary of the 
devil,” he said, smiling broadly, “and had a banshee con- 
cealed in the motor compartment.” The same thing held 
true with refrigerators. One of the first distributors 
for Kelvinator (which is going back a long way), he re- 
called that installing a refrigerator was a complicated en- 
gineering job with the compressors in the basement and 
the box upstairs. A big, clumsy box, too, costing in the 
region of $800. “But we sold a lot of ’em,” he added. 

Currently, his merchandising efforts are almost en- 
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Ed Pearson’s 10 Rules 


1. Whenever you sell a washer or cleaner don’t 
let that end the matter. Drop in every so often to 
see that it is performing properly. If it isn’t—fix 
it. A satisfied customer is the first requisite of 
any business. A sale you made ten years ago may 
be the reason you made a sale today. Besides, 
when you call back you get a chance to— 

2. Use the user. Your satisfied customers are 
willing to recommend you to their friends. If they 
like you they will go out of their way to do it. 
Another way to use the user is to keep a list of all 
the people you have sold washers or cleaners to; 
it makes a convincing demonstration. 

3. Go out and get it. The man who sits behind 
the counter never cuts any coupons. In the appli- 
ance business some people want your products 
badly enough to come to the store with money in 
their hand. They are the exceptions; most of the 
time you must take your store to your prospects. 
Once they are sold on one device they are as good 
as sold on anything else electric. 

4. Advertise. Don’t make a mystery of what 
you are selling; there may be someone looking for 
just what you’ve got. (Mr. Pearson not only uses 
the newspapers regularly but distributes, at the 
time his ads are running, large handbills with pic- 
tures, prices and other necessary information.) 

5. Display prominently. A washer in operation 
outside your store is one of the cheapest forms of 
demonstration. Display your products as near the 
front of the store as possible; don’t hide them. 

6. Don’t be afraid to make demonstrations. 
Many of your prospects may have never used the 
device before. If a woman expresses any interest 
show her just how it works. Teach your salesmen 
—all of them—to be able to put on a competent 














tirely confined to washers and cleaners—much as they 
were in the old days. He still handles Eureka cleaners, 
Savage, “1900” and Apex washers and fills orders for 
refrigerators from the central station’s stock (Kel- 
vinator). The cleaner business, he says, is in for a big 
boom. 

“Why, when you think that in the past three or four 
years there have been relatively few cleaners sold—all 
because people just haven’t had the money to invest in 
new equipment—you can get some idea of what it is 
going to be in this next year or two. Because the cleaners 
in the homes now are all worn out. They all need new 
shoe-leather. The cleaner, you must remember, is the 
hardest worked member of the appliance family. No 
other device along the whole range takes such punish- 
ment. It is used almost every day and for the hardest 
kind of work. It isn’t like an iron that has a smooth sur- 
face and is just pushed over a piece of cloth—all that 
wears much there is the element. But the cleane? is 
pushed ceaselessly back and forth over all kinds of grades 
of rugs and floors, its motor must run continually some- 
times for an hour at a time, depending on how often the 
housewife does her cleaning. 


“And from my own business I know that the demand 
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for Appliance Selling 


demonstration of washing, ironing, cleaning or even 
cooking. 

7. Keep your salesmen producing. A salesman 
who isn’t making a living is no good either to him- 
self or the company. Run contests regularly to 
keep up interest and provide rewards to the men 
who are doing the best job. 

8. Don’t force trade-ins. When a washer needs 
a new belt or wringers and a cleaner needs new 
brushes or bag, fix them if it is humanly possible. 
The customer will willingly pay a good price to 
put the device in good working order providing it 
has not passed its life of usefulness. When the 
device is really worn out she will come back to you 
for replacement. 

9. Be honest with your customers. You are not 
only in business for today but for the next ten or 
twenty years. A customer honestly treated will 
come back. 

10. Have faith in your business. Selling appli- 
ances has not been going on for much more than 
25 years; it is only just about getting under way. 
Washers and cleaners will provide a continuing 
business both for unsold prospects and for volume 
replacements; the great body of washer-owners 
haven’t begun to be sold ironers; the backlog of 
people who have been taught to want electric re- 
frigerators and have been forced to hold back due 
to financial difficulties is enormous; the electric 
range is only barely started on its job of replacing 
gas as the home cooking instrument—it will be the 
next great appliance; oil burners are already re- 
placing coal furnaces at a rapid rate; and don’t 
forget air-conditioning—it’s just around the corner. 
The potentialities of the appliance business should 
be an inspiration to everyone engaged in it. 














for new cleaners is already on the way. It is one appli- 
ance that the housewife just can’t get along without— 
which goes for most of them, of course—but the cleaner 
especially because it does the dirtiest drudgery that 
housecleaning, or any of the household tasks, demands. 


As far as utility goes, the washer is in much the same. 


category. Can you visualize a woman who has become 
accustomed to doing her washing by machine, going back 
to the washboard? Her only alternative would be to 
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send the stuff to the laundry and in these hard times 
that’s one luxury she is dispensing with. That’s a funny 
thing, too. This business of economy. Most of the 
families have had to cut expenses right down to the bone. 
Sometimes the husband is out of work and there are 
children. In most cases, it is a matter of tightening the 
belt. Well, the woman who is running the house wants 
to feel that she is doing everything she can to help cut 
down the living expenses. She doesn’t want to do manual 
labor because she has been taught that electricity will do 
most of her household tasks for her. She doesn’t want 
to go out and hoe in the garden—there’s no juice running 
through. the handle of a hoe. But when it comes to wash- 
ing she is eager to help by cutting out the expense of 
laundry work by doing the wash at home with a washer. 
The husband has ‘the same idea. Many of them have 
come in here and bought a washer.” 

You can be pretty sure that Mr. Pearson takes his own 
advice. Four skilled mechanics are at work in the back 
of the shop, turning old washers and cleaners into work- 
ing appliances; a burly salesman near the front of the 
store is showing a group of interested women just how 
easy it is to use an ironing machine and Mr. Pearson is 
busy in his little office writing to find out why the hell 
that carload of washers hasn’t been delivered yet. 

The ironer is his pet of the moment. And his record 
of close to 300 sales is proof that he is setting out to do 
something about it. His theory about the ironer, as well 
as about the dryer, is that, to prove its case, appliances 
must perform all the functions if they are going to prop- 
erly replace all other ways of doing laundry work. He 
visualizes the day when the whole laundry for the home 
may be done in three or four hours rather than the usual 
Monday and Tuesday devoted to them now. 


Oh, yes—about that “Cape Cod Eddie.” The only 
other subject on which Mr. Pearson gets as enthusiastic 
as appliances is Cape Cod. He has a home there, knows 
every grain of sand from Plymouth to Provincetown and 
just to make things comfortable has another store down 
Barnstable way. Anyway, at one of the big Eureka con- 
ventions some years back he was entertaining anyone 
within hearing distance with a discussion on the virtues 
of the Cape. One big 6 ft. 2 Texan with a 10-gallon hat 
got about all he could stand. 

“Say, Eddie,” he boomed, “just where in the hell is 
this town of Cape Cod, anyway ?” 


The elephants are 
coming! and judg- 
ing from the signs, 
they are coming from 
the Pearson Appliance 
Company. 


23 














refrigeration 





SANDY PRATT BUYS USED 
REFRIGERATORS AND 
SELLS THEM AT A PROFIT 
A San Francisco Dealer With a New Idea 


ROM Christmas trees to refrigera- 

tors for “Sandy” Pratt is a longer 
jump than most people might suppose. 
For Clarance F. (Sandy) Pratt came 
up in the sand and gravel business. But 
he always did things differently. For 
example, along a ten- or twelve-mile 
stretch of highway through one of his 
sand and gravel properties he erected a 
sign—‘‘Speed limit, 99 miles an hour. 
Fords do your. best.” 

Some years ago he put some little col- 
ored lights on an outdoor cypress tree, 
a big thing, growing in the yard in 
front of his home on Twin Peaks, in 
San Francisco. A little child, ill, in a 
house down the street, sent Mr. Pratt 
his appreciation for the “lovely tree,” 
and “Sandy Pratt” became the mission- 
ary of outdoor Christmas trees, lighted 
throughout all of California; organized 
an. outdoor tree association; every year 
spends months and tireless effort to or- 
ganize communities to plant Christmas 
trees and to light them during the holi- 
day season. All of this, mind, without 
an interest in the electrical business. 

That is, until just now. Mr. Pratt is 
now in the electrical refrigeration busi- 
ness in a large way. And true to form, 
when he entered the business he did it 








BELIEVE IT OR NOT— 


says Sandy Pratt, leaning on the 





in a surprising and totally different way. 
Mr. Pratt’s California Refrigerator Co., 
located on Mission St., San Francisco, 
should prove to be the regular refriger- 
ator dealer’s long lost friend, for its pur- 
pose in life is to take the second-hand, 
household size, electrical refrigerators 
off his hands and resell after recondi- 
tioning them. 

In his opening announcement Mr. 
Pratt outlines, in his own personal fash- 
ion, his various purposes and services. 
These, briefly, are: 

“1, We buy for cash used electric re- 
frigerators—household sizes. 

“2. We buy for cash surplus stocks 
and models of recent types and of stand- 
ard makes (not ice boxes). 

“3. We recondition used refrigerators 
and sell them, as well as surplus mod- 
els—thus developing a new field of elec- 
tric refrigerator buyers. 

“4. Dealers can dispose of all trade- 
ins, repossessions, surplus stocks, etc. 

“5. Display and stock electric refrig- 
erator accessories—most extensive as- 
sortment on the Pacific Coast—enamel, 
glass and porcelain covered dishes, 
water bottles and coolers, rubber trays, 
egg racks, rubber gliders, air purifiers, 


“oldest living iceless refrigerator,” 


made of burlap and screens, “it has a Monitor-like top, Leonyard door 
opener, Westinghouse air brakes, shelfless door, Majestic lines, and 


Norge rollator air chambers—Frost and Iceburg, distributors.” 


An 


unmentioned feature is its ant proof legs, standing in cans of water. 
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FROM $5 TO $40 


of accessories to the refrigerator 

can be sold by the wide awake 

dealer, Mr. Pratt believes, and dis- 

plays some of them in this modern 
fashion. 


defrosting switches, dehydrators, ther- 
mometers, ice cube crushers, etc.” 

Mr. Pratt in another bulletin shows 
that there are from $5 to $40 in refrig- 
erator accessories which live dealers can 
sell, and so he wholesales these to 
dealers. His first announcement goes 
on to invite visitors to his new store, 
and to see the oldest living “iceless 
refrigerator”—a burlap and wire screen 
affair, with water-soaked wicks to keep 
its sides moist. He also moved his per- 
sonal offices and warehouses to the new 
store, and with it the headquarters for 
the Outdoor Christmas Tree Associa- 
tion of California, the Mt. Davidson 
Sunrise Easter Service Committee, and 
his other civic activities. To the first 
100 visitors to his new store Mr. Pratt 
gave his usual bequest—100 baby 
Christmas trees, in terra cotta pots. 

Another feature of the new enterprise 
is that, set up as it is to repair and 
recondition refrigerators, it solicits the 
repair and servicing of refrigerators for 
dealers in the area who themselves wish 
to be free of this feature of the busi- 
ness. This servicing includes apartment 
house units as well as domestic refrig- 
erators. 

Whatever else, “Sandy” Pratt, im- 
portant figure in the $18,000,000 merger 
of sand, gravel and building materials 
companies, founder of the Outdoor 
Christmas Tree Association, popularizer 
of California granite, starter of the 
Shriners’ Red Cross sack of flour on its 
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35,000-mile trip to be sold and resold to 
raise $134,500 during the war, origin- 
ator of California Builders’ Day, and 
publisher of a shippers’ record book, 
brings to the electrical refrigeration 
business besides the solving of its very 
serious problem of disposal of trade-ins, 
it will be colorful, you can bet on that. 


GOLDEN REFRIGERATOR 
STOPS THEM 


ILDING the lily may be poor bot- 
any, but gilding an electric refrig- 
erator certainly makes it shine, especially 
if it is to be given away as a prize for 
some feature community event. At least 
the idea was novel enough to attract a 


GENERAL (96; ELEC 
Appliances 








The golden refrigerator on display. 


great deal of attention and bring many 
into the store of Koerber-Thompson, 
Inc., distributors of G.E. appliances in 
San Jose, Calif. The occasion was pro- 
pitious, for it was shortly after the com- 
pany consolidated its position by moving 
both of its stores into one, at 209 So. 
First St., and shortly before that of tak- 
ing over the San Jose branch of the 
L. H. Bennett Co., Ltd., northern Cali- 
fornia distributors. 

George M. Thompson (right, in 
photo), vice-president and manager, was 
branch manager for the Bennett com- 
pany. His partner, W. L. Koerber, 
president, has been in the wholesale to- 
bacco and finance businesses. 

The refrigerator so gilded was given 
a thorough spraying with gold lacquer, 
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PARTNERS 
W. L. Koerber and George M. Thompson, General Electric 
refrigerator distributors in San Jose, Cal.. Theirs, the golden 
refrigerator. 


top and all. In made a dazzling and un- 
usual sight in the forefront of the little 
store, which is also its show window. It 
also attracted much newspaper publicity 
in the city press. 


ANOTHER TRAVELING 
REFRIGERATOR DISPLAY 


OW that refrigerators have 

passed beyond the specialty sales 
stage into the class of commodities, 
Graybar salesmen are calling on their 
regular dealers with the new Graybar- 
Ilgair and a sales story correctly pitched 
to appeal to those same dealers, at least 
in the northern California region. Roy 
Kimberlain, for example, has put his 
long personal experience in selling con- 
tractor-dealers to good stead by design- 
ing a traveling display that will espe- 
cially appeal to the mechanically minded 
dealer. 

In the truck, whose back doors have 
been removed to make of the body a 
traveling display room, the smallest 
model of the refrigerator is mounted. 
Beside it is a compressor unit mounted 
on a pedestal.. At one side a small cut- 
away model, showing the working mech- 
anism of the compressor, is mounted. 
The contractor-dealer of the rural towns 
is brought out from his store to the 
truck parked in front, steps up into the 
little display room. A long cord is con- 
nected to a source of electricity, and the 
refrigerator started up from a warm, 
outside temperature, the dealer being 
asked to time it in comparison with the 


operation of any other refrigerator. 
While waiting for it to freeze a tray of 
ice cubes, the dealer is shown the oper- 
ating mechanism of the compressor, is 
allowed to examine and play with the 
mechanism of the complete compressor 
unit, is told of the trouble eliminating 
features of the refrigerator. 

The number of contractor-dealers sell- 
ing the Graybar refrigerator in northern 
California is rapidly growing, thanks to 
Roy Kimberlain’s selling of the mechan- 
ical simplicity of his line. 








Roy Kimberlain, northern Cali- 
fornia Graybar rep, and his travel- 
ing demonstrator. 
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Alfred Bertolino and his washer truck. 


PRIZE WINNING SALESMAN 


TELLS 


Alfred Bertolino of the Judson C. 
Burns organization in Philadelphia sells 
General Electric Washers. He recently 
won the Monthly Merit Award offered 
by the Merchandise Depariment of Gen- 
eral Electric for the highest dollar 
volume among retail salesmen on 
washers. In his own words he tells 
how he won the prize. 


IRST—“Breaking Down Resist- 

ance.” You will find that 50% of the 
housewives that come to the door are 
loath to take the step towards easier, 
speedier and more economical laundry 
work, especially Italians, among whom 
I do most of my selling. After introduc- 
ing myself and stating the object of my 
call, before the woman gets a chance to 
refuse, I ask her how she does her 
wash. Whichever way she answers, I 
have a ready argument. These argu- 
ments are well known to all washer 
salesmen, I need not go into them. 
After that it is an easy matter to gain 
entrance, which brings in Battle No. 2 
“Overcoming Carrying Charges.” 

Overcoming carrying charges is a big 
obstacle. It has proven an insurmount- 
able one to newcomers within our ranks, 
but if a salesman, when introducing 
price, will remember to state the de- 
livery price first instead of the cash 
price and then make it clear to the 
prospect that if she would pay cash she 
would save the difference between de- 
livery price and cash price, half the 
battle is won. 

Most prospects will remark on the 
great difference between our carrying 
charges and those of the various de- 
partment stores and furniture install- 
ment houses. In such cases I point out 
the fact that where we have only a very 
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‘HOW HE DOES IT”? 


few commodities to sell, they (depart- 
ment stores) use that method of leading 
prospects back to buy of their great 
variety of commodities, on which they 
more than overcome the slight loss on 
the first article they sell. 

No. 3 “How and When to Close a 
Sale.” In these times sales are not 
usually closed in one day. It may take 
two or three calls before a housekeeper 
is sold on the idea of having a washer 
placed in her home. 

The time comes when a salesman has 
exhausted all of his best line of per- 


suasion and if he is careful not to be 


overly anxious, he may then casually 
extract a sales contract or lease agree- 
ment and ask the necessary questions. 
If the prospect answers that first ques- 
tion cheerfully or willingly — Halle- 
lujah!!! The Battle is Won. 


‘“*“GAY NINETIES’’ 
WASHER SALE 


ARRYING the theme of contrast- 

ing days in the “mauve decade” with 
present days, the: Washington Water 
Power Co. of Spokane, finished up a six 
weeks’ washer and ironer campaign on 
Thor products which proved that the 
scrub-board days of the ’90’s are no 
longer desired by women of today. 
Using illustrations in the wood cut, 
cartoon style of John Held, Jr., and half 
humorous copy, the public was told that 
for a price reminiscent of the gay nine- 
ties the modern woman could get both 
a washer and wringer post ironer for 
$77 cash. 

The same theme was used in the sales- 
men’s contest conducted during the cam- 
paign. The salesmen were entered into 
a “bike race” for sales results. Weekly 
letters were sent to all employees, pic- 
turing a “Family Album” of ficticious 
people who failed to take advantage of 
the opportunities offered in the 
campaign. 


PUT THE BILLBOARD 
IN THE STORE 


HAT is sauce for the billboard is 

duck soup to the store itself, 
thinks J. L. Thackery, proprietor of 
the Thackery Electric Company, of Red 
Bluff, Calif., for he posts a full 24-sheet 
billposter inside his store along one wall 
as the backing for his display of the 
appliances advertised by. the poster. 

“T find that it ties in nicely with the 
outdoor boards, tells folks that my store 
is the place that the big board talked 
about and sets off the appliances on the 
floor display,” says the originator of 
this unique, yet sensible idea. The pos- 





IT’S IN THE STORE 
The background is the poster used by Thackery outdoors. 
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ter illustrated here was a radio poster 
sheet announcing a new line of models. 
Below, on the floor are two of the 
models pictured, again emphasized by 
the cut-out sales help material of the 
manufacturer. The whole constituted 
an ingenious use of sales help material. 


UTILITY AND TWO 
DEALERS STAGE 
WASHER-IRONER 

CAMPAIGN 


‘Cooperation Effective 


OUR times as much merchandise 
sold resulted from a cooperative 
washer and ironer campaign conducted 
by two dealers and the Coast Counties 
Gas & Electric Co. in both Santa Cruz 
and Watsonville, Calif., last year and 
now being repeated with equal success. 
C. J. Cammack, retail organizer for the 
Easy Washing Machine Co., was in- 
strumental in making it a successful 
operation for both dealers and utility. 
Bitterness prevailed before the coop- 
erative campaign. It was only after 
much persuasion that the two franchised 
washer dealers of this manufacturer 
were sold the idea of permitting the 
power company to sell with them. Mr. 
Cammack organized the salesmen of the 
dealers and the utility. The power com- 
pany spent $300 in newspaper advertis- 
ing, all of which carried the double 
signature of dealer and utility. The 
dealer paid nothing for this sales help. 
Likewise, in mailings of literature to 
all domestic consumers the utility car- 
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ried the name of the dealer on the im- 
print. 

Whenever a dealer’s prospect visited 
the power company to see the washers 
on exhibit, or to try ironing, the sale 
was made from the floor for the dealer. 
The power company, of course, made its 
own sales in the field as well. As a 
result the total volume of washers sold 
was four times that sold in the previous 
year, and the dealers’ business in each 
case was much in excess of the year’s 
quota. 


Campaign Repeated 


With the same set-up the campaign 
was repeated beginning May 1 this year 
and is in the final stages of a five-week 
drive. This year the emphasis on ironers 
is being made much stronger. In addi- 
tion to the washer campaign in general 
there is a special feature within the 
campaign, an ironer feature. An ironer 
specialist will add her efforts to the 
campaign at this point, holding demon- 
strations of ironing in the power com- 
pany offices. Instead of ironing laundry, 
the specialist merely assists, or actually 
teaches the women visitors to iron out 
a hand towel, so as to get the feel of the 
machine. After she buys she is given 
full instructions how to iron fancy or 
difficult pieces. A present of the hand 
towel to take home is a reminder and a 
prospect getter. There are no clothes 
racks, nor clothes involved, only the 
hand towels. This has been found far 
more. effective in selling ironers than 
any previous method. 

Samuel Leask & Sons, of Santa Cruz, 
and the Charles Ford Co., of Watson- 


ville, both furniture dealers, were the 
two firms involved. Pierre Vinet, new 
business manager of the utility, headed 
up his company’s part of the coopera- 
tive drive. 


NATHAN-DOHRMAN 
-STAGE SIX WINDOW 
DEMOS AT ONCE 
Broadside “Utility Revue” Stops Traffic 


A speak right through win- 
dow glass where words cannot pene- 
trate. Nathan-Dohrman, San Francisco 
housewares company, proved that to 
itself and to a large daily crowd when 
it staged a week of demonstrations in 
its Stockton street windows. Under the 
general head, “Utility Revue,” household 
devices of all sorts were demonstrated 
in actual use by a corps of demonstra- 
tors. The electrical appliance part of it 
featured Eureka cleaners and Easy 
washers and ironers. The demonstra- 
tions were given daily between 11 and 
1 p.m. and 2:30 and 4 p.m., when the 
streets were crowded with noon traffic 
and later in the height of the shopping 
time. For the first three days the side- 
walks had to be cleared for traffic by 
policemen. 

According to George Plevin, buyer 
and manager of the electrical depart- 
ment, the results from the demonstra- 
tions were gratifying in all respects. 
The displays resulted in more store busi- 
ness, and was particularly effective as 
an advertising stunt. Both he and L. B. 
Goldsmith, promotion manager, feel the 
idea is worth a yearly repetition. 


STOPS ’EM ~—- 

Electrical appliance display 
stops San Francisco _shap- 
pers in crowds big enough to 
call out the traffic police. 
Six windows filled with 
washer ironer cleaner and 
refrigerator demonstrations. 
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says the Norge Corporation in one of the most 

effective pieces of copy relating to imminent 
refrigerator price increases. “Soon,” the copy continues, 
“a program for lasting prosperity goes into effect (The 
National Recovery Bill), a partnership of government 
and business. Destructive cut-throat competition will be 
stopped. Prices will go up to pay more wages to men 
and women working shorter hours. Throughout the in- 
flation there will be a better division of products and 
more money is already being provided with which to 


“Fe | =: Toll of Prosperity is Increased Price’’—so 


lene 


What manufacturers, chains, department 
stores and dealers featured during June; the 
complete news of the electrical month in a 


dozen key cities. 


buy. Today Norge Rollator Refrigeration sells at the 
lowest price in history, but prices will have to go up.” 
And Norge were but one of many to continue pounding 
the drum on the price increase theme. Kelvinator, in 
large space, set June 28 as the deadline for price in- 
creases. Majestic warned of coming advances. Depart- 
ment stores, dealers, utilities all played variations on a 
theme that has set cash registers clicking and the public 
buying goods. And the price increases promised are no 
result of price-fixing agreements among producers, fore- 
cast in the National Recovery Bill—they are the natural 





Regardless of where purchased; customers of the 


for gas type on Gas Bills. 








50: FOR YOUR OLD COFFEE POT 


in trade on these new type 


COFFEE MAKERS 


WESTINGHOUSE ..... GENERAL ELECTRIC SIMPLEX 
CAFEX (SILEX CO.) ... VACULATOR (HILL-SHAW CO.) 


Through this liberal offer, of 50c allow- by vacuum beck into the lower bowl, 
ance for your old coffee pot and amaiieasy crystal clear, ready to pour. | 

time payments, these well known menu- The Coffee Maker i constructed of dura- 
factarers introduce a new type Coffee bile, beat-proof glass, Chrome metal base, 
Maker . . . which scientifically makes No metal comes in contact with the fin- 
fragrant, full-flavored coffee, accurately ished coffer. In addition the Coffee Maker 
and rapidly. Hot water is forced up and = may be taken from the base and used on 
ower the coffee; then filtered and drained your gas range. 


Lowest Price in History for an Electric or Gas 
5, Coffee Maker of this Type 
See Your Nearest Herdware, Electric or Got Appliance Dealer, or Department Store 
$4.45 and up sor the 7-cup Electric Coffees Maker : 
$2.20 for the Gas Coffee Maker 
with the Trade-in ance 
SMALL DOWN PAYMENT . . . SMALL MONTHLY PAYMENTS 


Duquesne Light Company may pay 
for electric type cn Light Bill, and customers of the Equitable Gas Company may pay 


DUQUESNE LIGHT COMPANY 
" EQUITABLE GAS COMPANY : ; stocks. 


result in rising costs of raw materials 
and commodities. 

Nor are price increases the only 
valuable indicators given by the 
newspaper advertising in twenty-five 
cities. We note, for instance a large 
increase in space devoted to small 
appliances — utilities, department 
stores being the biggest takers. But 
there is sufficient news interest in the 
utilities’ come-back in small appliance 
advertising alone. Item No. 2 is 
the general clean-up apparent in deal- 
ers’ stocks of all appliances—demon- 
strators, floor models, repossessions 
and trade-ins—all indicative of in- 
formation we have gathered from 
various sources that stocks are low 
and that dealers are disposing of left- 
overs preparatory to taking in new 


Poe Item No. 3: Refrigerator space led 








Duquesne Light may start something with traded-in coffee pots. 
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all others, washers came next, small 
appliances including fans next, and oil 
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burners fourth. Item No. 4: Sears Roebuck is doing a 
job leading washer prices back to money- making levels. 
The new Toperator model was featured in New York 
territory at $75 while, in other sections of the country it 
was advertised, in bold space, at $69.50. With Maytag 
and Easy and Apex and 1900 featured at about the same 
levels, it may not be long before the furniture stores, 
worst offenders in the price-cutting racket, may see the 
light and abandon efforts to sell washers at $29.50. 

This price thing is funny. Once the ball starts rolling, 
there is just as much a stampede to get back to higher 
prices than there ever was to see who could set an all- 
time low. Today, it is almost a patriotic gesture to raise 
prices; higher prices mean better wages, restoring ab- 
sentee profits and creating purchasing power. It is a 
policy backed by the government with the war-time 
stigma of “slacker” applied to those industries that do 
not tie in with the administration program. 

Well, lets see what happened in some of the cities. 

Chicago 

Commonwealth Edison in Chicago put on a room cool- 
ing and air-conditioning show that lasted a week and 
created a lot of interest. In the meantime they featured 
Kelvinator at $98 with the inevitable “although prices 
are going up.” The Air Conditioning Corporation, GE 
distributors on oil-burners and air conditioning in Chi, 


took large space on their products. Wieboldt’s had a 
Golden Jubilee World’s Fair Sale—as who didn’t ?—and 


plugged Horton washers at $79.50 less $10 trade; Apex — 


pump washers at $79.50—also Conlon washers at $49.50 
and Gibson boxes at $93.50. The Davis Co. featured 
Leonard boxes at $98. Carson Pirie Scott has a 
“Justrite” mixer at $2.95—a gadget you pick up and 
handle like an egg-beater. Fish Furniture sold “nation- 
ally known” ae at dessin Faultless washers at 


3 STIX, BAER & FULL 
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Stix, Baer & Fuller in St. Louis had a refrigerator show 
on paper. 


Electrical Merchandising, July, 1933 














Looveliness 


INCORPORATED 


Imagine « corporation whast business tt is to sett levvlimess .. . beaaty 
«tent the ied thet comes in jars and tubes and compacts (avhics is 

‘coll eoungh a for a0 it goo}, but the veal thing, tbe commune article. 

Well... in 0 certain sense... we ave sometiting Vile that. 

Ur this sway, Supppaen you sere to let slectricity de as wamch of your 

bensewach as it can de. . 5a AR a CI 


why wet base am ALL ELECTRIC bome, why wot let vlectricity de these 
things for you? Begin this wenk, tomorewe, today if you cam... Visit 
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For the sixth time, Boston Edison wins the first prize in 
the Public Utilities Advertising Association contest for 
“better newspaper copy.” “Imagine a corporation whose 
business is to sell loveliness,’ says the caption, written by 
William J. Sheehan of Doremus and Company. 


$36.95 plus iron, board, soap and whatnot, Hoover re- 
builts at $21.95 and Thor ironers at $42.50. Fish are 
consistent advertisers. 


Kansas City 


At Kansas City, the K. C. Power & Light helped put 
over another one of those Faultless washer campaigns, 
similar to ones described in these pages previously. The 
Faultless is made in K. C. so there is a sort of local pride 
about getting a lot of them sold. The price was $39.95 
plus two rinse tubs. Mace-Ryer and Davidson’s tied in 
on the ads. Mace-Ryer also plugged refrigerators with 
emphasis on Grunow. Prices on four makes—Grunow, 
Norge, Leonard and Frigidaire ran from $72.50 up. 
Jones Store featured Kelvinator at $129.50 also irons at 
$3.95. Buntings’ devoted most of their space to 
washers. . . One Minute at $39.95 with tubs and Maytag 
at $59.50. And, by the way, when Norge broke out with 
their ads on price, referred to at the head of this piece, 

(Continued on page 42) 
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E. EK. I. Sounds Note of 


“We are looking toward the future—we want you not 
only to say that the need of the electric utility industry 
is selling—we want you to believe it, to feel it, to go home 
and back your conviction with time, effort, man-power 


and money.” . . . GEO. E. WHITWELL. 


| Diem in many respects from 
the NELA Conventions of former 
years was the first annual meeting of 
the Edison Electric Institute at Chi- 
cago, June 5-7. There was little bally- 
hoo and much business. The papers 
were all by men in the power industry, 
and the papers were followed by pre- 


M. E. SKINNER 


Chairman, Merchandise Committee, 
Niagara Hudson Power Corp, Buffalo 
Pointed out the profits from a more 
actively promoted lighting market 
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pared discussion. The commercial 
papers and discussions were distin- 
guished by not only optimism but a 
spirit of the practical in suggesting defi- 
nite procedure for commercial progress. 
We reprint some significant extracts 
from three of these addresses. 
x * x 


By Geo. E. Whitwell 
Vice-Pres. Elec. Co. 
Chairman Sales Committee Edison 
Electric Institute 


. appliance problem in the do- 
mestic market is the distribution of 
equipment and its continuing use by 
customers. It is just as simple as that. 
Most of us try to make it a great deal 
more difficult. 

Most of us are so set in our opinions 
that our way of accomplishing this ob- 
jective is the only right way, that we 
overlook a tremendous number of bets 
inherent in the other fellow’s way were 
we only sensible enough to adopt them. 
The question is not fundamentally, as I 
see it, whether a utility should mer- 
chandise or whether it should not; 
whether a city should have an Electric 
League or whether it should have some 
other sort of association industry 
group; whether there should be a dis- 
trict representative plan or whether 
specialty salesmen should be employed. 
The fundamental problem is the maxi- 
mum distribution of appliances on some 
basis, best suited for a particular lo- 
cality or group of localities, on which 
the manufacturer, the jobber, the con- 
tractor-dealer, the department store, the 
hardware store, all other retail outlets, 
and the utility, each does that which it 
is best fitted to do. On such a basis 
each is permitted—granted reasonable 
business ability—to make a profit and 
each sees to it that he knows his market 
and has provided ample coverage so 
that his particular products constantly 
forge ahead. 

Having obtained infinitely better and 
more intelligent distribution of appli- 
ances than we have so far obtained, the 
entire industry has an interest in having 
them continually used—the utility be- 








Cc. E. MICHEL 


Sales Manager, 
Union Electric Light & Power Co., 
St. Louis 


cause it exists only through sales of its 
service, the other agencies because each 
successfully used appliance brings a de- 
sire for other appliances and, ultimately, 
replacement sales. 

Time is too short to go into the sub- 
ject of the domestic appliance market at 
great length, but I can point out a few 
things that, it seems to me, we can 
never afford to lose sight of in getting 
distribution and use of appliances: 


First 

The ultimate consumer is not yet sold 
with real desire for more than a frac- 
tion of the electrical appliances he could 
use to his own advantage and to his own 
greater comfort in creating for himself 
an easier, better, simpler life. While 
you have all heard it many times before, 
I am going to repeat that the electrical 
industry has a big promotional job 
ahead of it—a job that must be co- 
ordinated nationally and locally. 


Second 
The completely successful financing of 
sales of appliances is as yet an unsolved 
problem. Many methods have been 
tried; some have been good, some bad. 
Recently there have been some new de- 
velopments, but, by and large, the elec- 
tric utility has a great interest in obtain- 
ing the best solution in its territory to 
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GEORGE E. WHITWELL 


Vice President in charge of sales, 
Philadelphia Electric Co. 


the problem of how to finance the dis- 
tribution of electrical appliances. 
Third 

There is much to be done in developing 
standards of construction and perform- 
ance of appliances. It must be confusing 
to any layman when he attempts to 
reconcile the relatively large divergence 
in prices and performance which he ob- 
serves as he shops around for almost 
any appliance. The utility has had since 
the beginning of the electrical industry, 
and still has—perhaps in some respects 
to an even greater degree—the responsi- 
bility of protecting the consumer against 
inferior merchandise and encouraging 
quality construction by manufacturers. 


Fourth 
All industries need better and higher- 
type, and perhaps better compensated, 
salesmen. The electric utility business 
is no exception. There is a training job 
to be done if the salesman is to be able 
to produce maximum personal business, 
do the best possible industry job, and 
keep appliances in use and create desire 
for additional equipment. 

Fifth 
There must be new ways constantly 
created for getting customers’ attention 
and creating interest. | Yesterday’s 
brilliant idea is moth-eaten today. There 
must be continually better advertising, 
more of it, and new sales appeals. 

Finally 
In keeping appliances in use, it seems to 
me that the future should see more at- 
tention paid to this phase of our do- 
mestic revenue problem. You know as 
well as I that selling the appliance does 
not necessarily automatically provide for 
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P. S. ARKWRIGHT 
President, Georgia Power Co., Atlanta 


the sale of domestic kilowatt-hours. You 
know it so well that I am almost 
ashamed to repeat it. I say it because 
very few of us, if any, have ever de- 
veloped an adequate selling program for 
assuring continuing use of appliances. 
Today, perhaps, this job is more im- 
portant than ever before. 

To sum up the residence situation, 
briefly and perhaps inadequately, appli- 
ances have not sold recently as we would 
have wished and compulsory economy 
has put many an appliance on the shelf 
and has reduced the wattage of many a 


light bulb. We do not have any longer, < 


in most instances, the excuse that we 
cannot sell any more appliances or light 
in this or that particular location until 
we get more wiring. In gnany such lo- 
cations there is in existence today as 
much wiring as there was, let us say, 
three years ago when light bulbs of per- 
haps twice the wattage and appliances 


eadership 


WHITWELL 
ARKWRIGHT 
and MICHEL 


discuss practical 


means for reaching 


new levels of in- 
dustry sales. 
Cooperation 


strongly accented 


J. E. DAVIDSON 





President, Nebraska Power Co., Omaha 


Called for promotion through 
industry coordination. 
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in greater number were being used 
successfully, with plenty of wire to get 
the current to them adequately. Not 
that there still is not a wiring problem, 
I do'not mean that—there certainly is. 
Rather am I trying to say that this prob- 
lem is non-existent in many homes today 
in so far as re-obtaining, up to the ex- 
tent of last year’s use, of a very large 
number of kilowatt-hours of domestic 
consumption. Very few of our sales 
plans provide for quickly reselling this 
immediate market. I earnestly urge that 
you put your support and money back 
of this job. 

Would it not be a marvelous thing for 
the electrical industry as a whole if, 
next fall, every electric utility in the 
United States, for a period of four, six 
- or eight weeks, would intelligently cam- 
paign the sale of light? Everybody has 
been economizing on the use of light in 
the home, in the office, or store, in the 
factory, on the farm, even in connection 
with signs. It is not an automatic use 
of electricity—it is entirely controlled 
by human operation of a switch. When 
economic pressure comes it is a very 
easy thing to remember to turn off the 
light. True, eyesight suffers; some- 
times health suffers; often money that 
might have been spent for light is spent 
for something else that does not bring to 
the user a fraction of the convenience 
and comfort that light provides. But 
light has been used with too great 
economy, our income has reflected this 
condition and we are not happy about it. 

Is there any one thing that the utility 
industry could do as a whole that would 
bring back revenue more quickly than, 
over a sustained period, to re-sell the 
entire general public the value of the 
use of light? The American people, 
today as always, will spend money to 
obtain value. Forced economy has made 
millions of people forget the value of 
light. Why not a national selling cam- 
paign on light next fall—each utility 
doing its own job in its own territory, in 
whatever is the best way in that terri- 
tory; every utility employee in the 
United States, regardless of his depart- 
ment, out re-selling his neighbors on the 
value of light; every power salesman in 
the United States, for a period of four 
to eight weeks, selling light to industry 
as his primary job, and power uses as 
his secondary job; every salesman con- 
tacting small commercial customers, 
concentrating on light for illumination, 
for windows, for signs, for flood-light- 
ing; every appliance salesman never 
forgetting to sell a higher-wattage light 
bulb to every prospect or customer? 
Would it not be possible for every one 
of us to go home from Chicago and get 
under way, in conjunction with his other 
local outlets, with the manufacturers 
and with the distributors, a major cam- 
paign on lighting? 

After all, a national campaign is only 
an accumulation of the efforts of a large 
number of local units. Mr. Davidson 
said there have been five major national 
campaigns. This proposed sixth one, 
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because of reduced use of light over the 
last two or three years, can be made the 
most successful of all if each utility, 
with all of its man-power and all of its 
facilities, re-sells the part of America 
which it serves on the tremendous value 
per dollar to every individual that light 
holds for him. Think it over. 


COOKERY COUNCIL 
PROGRAM 


By P. S. Arkwright 


Pres. Georgia Power Co., 
Chairman Electric Cookery Council 


HAVE heard it stated here today 

that we are not going to build any 
more power plants for a number of 
years to come, and I don’t think we are. 
We are not going to do it in my neck 
of the woods. The government is going 
to build all of them down there if they 
are built. We have more capacity now 
than the present business warrants. We 
cannot sell any securities at the price we 
should get for them. There is no par- 
ticular construction to go on. I think 
the only thing left for all of us to do is 
to get out and sell the product. That is 
all there is left for us to do, sell the 
product. 

Recently I asked my sales manager: 
“Tf you sell electric light and miscellane- 
ous small appliances, and a refrigerator, 
and stop right there and don’t sell any 
more, assuming that you don’t sell quite 
everybody, what will the average do- 
mestic kilowatt-hour consumption be? 
What is the annual maximum possible 
to expect?” He said: “Seven or eight 
hundred kilowatt-hours.” 

I said: “Let’s suppose it is an average 
of 1,000 kilowatt-hours for lighting, 
small appliances, and a refrigerator. 
What is the lowest rate that average 
consumption would justify?” He said: 
“Four cents.” 

I tell you that an average of four 
cents isn’t low enough: And we cannot 
hope to go lower if we stop at the re- 
frigerator. We have got to add the 
range. We must get the revenue from 
the increased consumption, to begin 
with. And we have got to do it in order 
to reduce the average kilowatt-hour 
price to the domestic consumer, and the 
only way we can do it is to increase the 
consumption, and everybody knows that. 
The range itself will add something like 
1,500 as a minimum, on up, per annum. 
And it opens the gate to what is needed. 

A refrigerator isn’t going to sell a 
hot water heater, and nobody is going 
to put in a hot water heater because he 
has bought a refrigerator. They won’t 
in my town. They won’t run a gas 
stove and put jn an electric hot water 
heater. So if you want to sell electric 
water heaters, you have to sell ranges 
before they will consider water heaters. 

Maybe the day will come when we 


will have home air conditioning. I hope 
it does. Who is interested in cooling 
the air in the home with a coal range in 
the kitchen, or a wood range, heating 
up the whole house, and then spending 
money to cool it? We have to sell elec- 
tric ranges in the home as a step toward 
selling home-cooling. 

I don’t want to argue here about the 
advantages of electric cooking. But I 
do want to say briefly that the same 
fundamental reasons that make electric 
light the best artificial illumination, and 
that make electric power the best appli- 
cation of power, likewise make electric 
heat, excepting those chemical cases 
where you require oxidation, the best 
application of heat, that is heat without 
combustion, heat without flame, heat 
easily controlled, heat capable of auto- 
matic operation, heat directly applied 
where you want it and not wasted all 
over the premises. Those same funda- 
mental reasons that apply to electric 
power and electric light, that sell the 
other uses, apply to electric cooking too, 
and any good Home Service demon- 
strator in your company can prove it to 
you. There is no question as to the 
desirability of this cooking service you 
are trying to sell, and certainly there 
can be no dispute of a need to sell it. 
We need more revenue in this business, 
and we need in this business lower rates 
brought about by increased use. 

One objection raised is the cost of 
wiring for the range, varying from $14 
to $80, an average of $34, and we hesi- 
tate to sell the range because we have 
to put in $34 worth of wiring. What 
is this business anyhow? It is furnish- 
ing facilities for the customer’s use, 
making an investment to provide for 
facilities for the customer’s use. What 
difference does it make whether the 
facilities are in the power house or in 
the customer’s house? I sometimes 
wish we owned all the wiring and all 
the appliances in the customer’s house. 
The telephone company does it. I tell 
you, if we did own all the wiring and all 
the appliances in the customer’s house it 
would be lots harder for somebody else 
to come and take the business away. I 
don’t know that it is practical. I merely 
suggest it. I think it would be a very 
good idea. I don’t see any obstacle in 
the fact that we have to provide wiring 
for the range. We would own it. If 
the custormer goes some place else we 
could take it out or leave it for the next 
tenant. All right. If you put a line on 
the street and the municipality takes 
away the company, the line on the street 
is junk too. 

Another objection raised is that if 
you sell a range you have to spend $150 
strengthening the distribution system. 
Now in my company we allow $150 for 
the distribution system for every range 
sale, and in many towns they have al- 
ready rebuilt the entire distribution sys- 
tem as a result. I don’t believe such a 
distribution cost is chargeable to the 
range. 

(Please turn to page 43) 
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A jig-Saw 


The 
Women’s Division 
of Colorado 
Public Service 
Do a Puzzle 
and 
$20,000 W orth of 


Appliance Business 


By 
Edwin 
H. Hoover 




















HE jigsaw puzzle craze has been put to useful 
merchandise selling and load-building purposes by 


the Women’s Committee at Public Service Com- 
pany of Colorado. 

A portrait, depicting the ideally-equipped kitchen, was 
painted on heavy cardboard; then sawed up. Fragments 
are being replaced by Women’s Committee members who 
qualify by selling a major appliance, such as electric 
refrigerator, electric cooking range, electric dish washer, 
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Sales Drive 
















The painting used in Jig-Saw sales drive, 
and, left, the plan of the puzzle. 


gas range, or gas water heater. Complete reassembling 
of the picture will mean merchandise sales aggregating 
$20,000. 

The idea originated with Miss Evelyn Dane, chairman 
of the Public Service Company’s Women’s Committee. 
Art and mechanical details were assigned to Charles S. 
Russell, company artist. Russell executed the picture 
in colors and, personally, dismembered it, using a scroll 
saw. Each of the 200 pieces is numbered. Replace- 
ment of a fragment signifies that another $100 unit of 
kitchen equipment has been sold. 

Four teams of women are arrayed against each other 
in the contest, which is a three-months’ affair. Miss 
Dane directs activities of the 36 women in Public Service 
Company’s eleven districts outside of Denver. In Den- 
ver, the one hundred Women’s Committee members are 
divided into three competitive groups, each captained by 
an energetic leader. 

Teams are designated as “Spades,” “Hearts,” “Dia- 
monds” and “Clubs,” symbolic of the “New Deal.” 

Manufacturers have given support to the activity by 
offering prizes for outstanding sales performance. An 
electric refrigerator, electric cooking range, sets of silver 
and china, fitted traveling bag and radio are some of the 
capital awards. 
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(Above) A set of charts, 

left with customers, brings 

in new prospects, Peter- 
sen’s found. 


(Right) This woman’s 

electric bill was 87c. a 

month, the instrument 
proved. 


Blackburn 
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1933 electric 








“What Does It 
Cost To Run It,” 


is keynote to 


refrigeration sales 





VS 


Ice BOOK 


the man who thumbed the executioner’s 
sword and remarked, “ ’Tis sharp medicine, 
but a sure cure for all ills.” 

L. Behrendt, manager for Petersen’s Furniture Store, 
3413 W. North Avenue, Chicago, fondles the three in- 
struments that sit in the electric refrigerator department 
and declares them a sure cure for ailing refrigerator 
sales. In a day of competitive selling the accurate tests 
are sharp medicine that ends all controversy. One in- 
strument is used for recording room temperature, an- 
other inside temperature and a third starts and stops of 
the refrigerator. Due to inability to foretell what load 
each family will put on the refrigerator, the demonstra- 
tions are made on a basis of running time rather than 
wattage consumed. 


S: WALTER RALEIGH, I believe, was 


‘© ABOUT the first question asked by prospects this 

year,” says Mr. Behrendt, “is the cost of opera- 
tion of the various models. We have here in our display, 
in addition to the display model, charts made on various 
models in my own kitchen, where the door was opened 
and shut a normal number of times, where hot food had 
to be chilled and where life went on in average fashion. 
The prospect is shown what we have found the various 
makes to do. In our opinion, the amount of running 
time—when electricity is being consumed—will give a 
fair idea of what it costs to run a refrigerator; other 
factors, such as motor size and load, being equal. We 
assure the prospect his box will do as well under similar 


~ conditions.” 


** A DAY or two after the box has been installed and is 

thoroughly chilled, we put the instruments on it for 
24 hours. So far, in twenty jobs we sold recently, we 
have shown our buyers they were getting the same per- 
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(A) It takes $57 worth of meters 
to make a scientific demonstration 
but Mr. Behrendt says it is worth it. 


formance in their kitchens as in the demonstration. 

“Now here comes the sales building idea. We leave 
these three charts with the customer. He has something 
to show to his friends and neighbors. He is in a position 
to offer concrete proof of what he is getting and by com- 
paring electricity bills show that his refrigerator runs 
only from 75c. to $1.25 a month. Against this the 
neighbor is paying out around $5 a month for ice books. 
We have found the figures, placed in the hands of a 
refrigerator owner form one of the most fertile means 
of getting new leads we have been able to hit upon.” 

Four years ago when Mr. Behrendt became manager 
of Petersen’s he promptly put in a line of electrical ap- 
pliances. Furniture itself, he declared, is only a break- 
even proposition. The real profit is to be had from such 
specialties as electrical appliances, sold at satisfactory 
prices. Furniture stores, he thinks, with their long list 
of customers, are ideal spots for appliances. 

The first year Mr. Behrendt put in window displays, 
did local advertising, ran specials on electrical refriger- 
ators and let nature take its course. He sold 28 cabinets 
that year. Last year, his third, the store moved 280. 

A furniture store such as Petersen’s, he pointed out, 
which has been selling ice boxes for 17 years has a 
chance to work its list of old customers as leads. Not 
only do the two outside men know who has an ice box, 
but they also have a contact through the firm’s former 
sales. Demonstrations are arranged for the store where 
the sales are closed. Three lines are carried, Grunow, 
Ice-O-Matic and Leonard. 

“I don’t believe we sold more than three jobs at less 
than $125 since I’ve been here,” declared Mr. Behrendt. 
“We are pushing electrical appliances because the profit 
is in them, and at low prices that’s out. So we plug the 
quality points, particularly those which can be demon- 
strated.” 
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Refrigerating ...Washing... Ironing... Cooking... Cleaning.. 


e 
(Right) The picture gives some 
idea of the crowd of visitors view- 
ing the General Electric exhibit 
at the Fair. 


(Below) The preparation of all 
kinds of food is one of the features 
of the General Electric kitchen ex- 
hibit at the Century of Progress. 








Proctor & Schwartz featured their tron, 
toaster and automatic waffler in a well- 
balance exhibit. (Right) 


Altorfer Bros. Company featured washers, 
ironers and their electro-table. The visi- 
tors seem interested in the exhibit. 
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Heating Exhibits...Will be Viewed by Millions 









(Left) The new Hoover Hedlite. seen 
at the back of the picture, was the 
basis for a dramatic vacuum cleaner 
display. 





A worm’s eye view of 
the Frigidaire section 
of the General Motors 
building, one of the 
striking structures of 
the Fair grounds. 
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At right, a Frigidaire 
broken down to show tts 
solid construction. 














Demonstrating a 
washer at the 
Westin ghouse 
Model Laundry in- 
cluded in their ex- 
hibit 





















(Left) A gen- 
eral view of the 
W es tinghouse 
exhibit. The cyl- 
indrical columns 
of light caused 
much favorable 
comment. Right, 
The _Westing- 
house Model 
Kitchen as set 
up at the Fair. 
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IS “SELLING THE 


‘ 


ERAL ELECTRIC 
«  ATCHEN 


General Electric presents a full- @ 

A va 2-reel talking ign cad 

round the Corner” to the nation’s ’ 

“moviegoers.” It is now showing in en ee eee a. 
motion picture theatres throughout Corner”—Joan Blondell, Bette 
the country. Built around the General Davia, Warren Willian, Dick 
Electric Kitchen, it is athrilling drama- ? “ai ell, Reuetnn De “ oe 
tization of a modern “honeymoon” sdk aaliaans 
couple’s up-hill struggle for wealth m : 
and happiness. 


“Just Around the Corner” is creating 
national interest—and it is just one of 
many sales promotion activities now 
behind the General Electric Kitchen. 
The “General Electric-42nd Street” 
Movie Train that recently blazed 
across the country... the fleet of 
General Electric Kitchen Coaches... 
volumes of newspaper and magazine 
publicity . . . the recent 4-color center 
spread advertisement in the Saturday 
Evening Post and 4-color page adver- 
tisement in the American Weekly 
reaching over 5,000,000 families ... 
are some of the promotional efforts 
focusing nation-wide attention on the 
General Electric Kitchen. 
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HEN a woman pictures the General Electric Kitchen in her 

home it acts as a powerful stimulant on the decision to purchase 
a G-E Refrigerator—the first step towards her goal. And after she buys 
the refrigerator she immediately becomes a prospect for a General 
Electric Range, a General Electric Dishwasher and other General 
Electric Kitchen appliances. For the G-E dealer, a chain of profits 
can start with the sale of a General Electric refrigerator. This method 
of ensemble selling, featuring the General Electric Kitchen, makes 
a business with continuous profits for General Electric retailers. 






































General Electric provides a dealer plan 
of every type—from the highly special- 
ized complete organization to the small 
unit display operated in connection 
with other business. Whether it’s a one 
unit outlet or an operation dealing in 
carloads—there’s a General Electric plan 
for every refrigerator retailer. General 
Electric Company, Specialty Appliance 
Sales Department, Section DE7, Nela 
Park, Cleveland, Ohio. 





























Electrical Appliance Manufacturers 





The old way and the new way, a hundred Century Electric Company's display 0; 
years progress in dishwashing was the theme motors was built around a model of their 
used by Conover in building this attractive new splash-proof motor. 

exhibit. 


(Right) The Norge re- 

frigerator exhibit used 

masses and blocks to con- ‘ RS 

vey adequately the mod- i ' : ; 
ern design features of the ada WORGE REFRIGERATORS NOR 
new Norge. coe 








(Left) The model house ex- 
hibited by the common brick 
industry. In it are many 
electrical appliances—an_ in- 
tegral part of the exhibit. 








(Below) Another artist’s conception of an ex- 
hibit—Thomas A. Edison Company, heatiiiy 
appliances. 





Edison Electric Appliance—Hotpoint to the 
industry—had a handsome model kitchen 
built as their exhibit at the Fair. 
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Mixers, fans, table appliances, coffee-makers The Servel Hermetic line as displayed at 
and all the other Sunbeam items were at- the Fair. Water coolers are exhibited as 
tractively grouped around this display room. well as refrigerators. 
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(Left) Majes- 
tic refrigera- 
tors and radios 
seen from the 
outside of the 
exhibit. 








(Right) An excellent ex- 
ample of the modernistic 
trend in display: The Birt- 
man Electric Company. 
(Below) An artist’s concep- 
tion of the Hamilton Beach 
exhibit. The giant mixer is 
the central feature. 


I 








| 














The whole history of heating is displayed in the Petro oil burner exhibit. 
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Retail Advertising in June (Continued from page 29) 


other K. C. dealers tied in with ads. There were enough 
to make one issue of the K. C. Star look like a Norge 
house organ. The companies that tied in were Mace- 
Ryer, Davidson’s, Rockhill Radio, North-Mehornay 
Furniture, Jones Store, Wurlitzer, Butler Music, B. 
Gorman Furniture, and Mace & Reynolds. 


New York 


In New York the cooperative advertising campaign of 
the New York Edison System continued with emphasis 
on air-conditioning and small appliances. These ads look 
to us like models of what good coop advertising can be. 
Macy’s stuck to washers and refrigerators, Ludwig 
Baumann to refrigerators at $75, Bloomingdale’s to 
Apex washers and refrigerators. Finlay-Straus, our old 
friends the opticians, advertised a GE iron at $1. 


Philadelphia 


In Philadelphia, Wanamaker took space on mixers, 
cleaners and small appliances, Gimbel’s had a sandwich 
toaster at $1.19, Strawbridge & Clothier, Easy washers 
at $59.50 and Philadelphia Electric continued their ex- 
cellent series of promotional ads on refrigerators, ranges 
and water heaters. 


. 


St. Louis 


Union Electric Light & Power in St. Louis took a 
crack at most of the appliances on the market but big 
space went to irons—Westinghouse and Hotpoint, and 
to fans. Famous Barr had “Pioneer” washers at $37.50, 
Universal refrigerators at $149.50, White sewing ma- 
chines at $59.50 and small appliances. They also had 


Emerson fans at $6.98 and baby, single-speeds at $1.98. 
... Hellrung & Grimm plugged Kelvinator at $98, 
Union, May Stern featured Crosley at $89.50, the Hub 
offered Gibson boxes at $98 as did Dau Furniture. . . 
Arthur R. Lindberg took space on Westinghouse re- 
frigerators at $189.50 with floor models of all makes 
going for $49.50. Brandt Electric Company continued 
their “Gigantic One-Day Sale” of washers; a one day 
event that takes place every day. Goldman Bros. had 
White Cap washers at $39.75 (Barton) James & Co., 
the local GE refrigerator distributor broke out in a 
personal letter, offering to continue expired GE guaran- 
tees at a cost of less than a cent a day. 


Pittsburgh 


Hitting the high spots: 

Duquesne Light in Pittsburgh are offering 50 cents 
for old coffee pots as a trade on coffee-makers (West- 
inghouse, Silex, GE, Vaculator) See ad on page 28... 
Rosenaum’s had Grunow boxes at $159.75 up... 
Boggs & Buhl, GE flat-tops at $119, May Stern’s, Kel- 
vinators at $98, Spear’s, the “Richland” refrigerator at 
$79.50... The same company had Prima Spin-Dry 
washers at $79.50. 


Boston 


Jordan Marsh in Boston said that over 1,000 Stewart 
Warner refrigerators had been sold in 10 days and 
offered 295 more of ’em to the public at $66 for the 
4-ft. box. . . Filene’s who don’t truck with appliances, 
stacked a lot of small electric stoves in their basement 
together with toasters, curling irons and what not and 
did a rush business. . . The stove sold for $8.95. 











Dealer Disagrees With “Needed Leadership” 





the sales floor of the utility and have 
additional outside sales people in the 
employ of the manufacturer’s represen- 
tatives selling in the name of the utility ? 

Do you mean the type of Leadership 
that allows their sales people and other 
sales representatives selling in their 
name but not in their employ to con- 
demn, criticize and insinuate threats to 
customers of excessive cost of operation 
on any equipment other than what the 
utilities sell ? 

Do you mean the type of Leadership 
when a dealer has definitely made a sale 
to allow this personnel to tell the cus- 
tomer had they purchased it from the 
utility that the utility would have made 
a substantial allowance for the old equip- 
ment which the appliance replaced, etc., 
etc. ? 

In the face of the above, it is not at 
all surprising that dealers resent the 
utilities being appliance dealers. There 
is no question in my mind that if the 
dealers were smart enough to organ- 
ize the utilities would not be in the ap- 
pliance picture today and if they were 
their tactics and policies would be 
radically different from the ,ones now 
employed. 
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I wish that you might have been a 
dealer during the past ten years and had 
witnessed and experienced the problems 
that we have had to contend with and 
I think you would be very much sur- 
prised at the statements they tolerate 
their salesmen making which are very 
detrimental to other appliance dealers. 
These matters have been brought to 
their attention repeatedly but nothing 
to my knowledge has ever been done to 
help remedy the situation. As a mat- 
ter of fact, if it isn’t encouraged it is 
at least tolerated. 

Undoubtedly, there are utilities that 
have a broad viewpoint and, at least, 
compete on a fair and equitable basis. 
I wish that I was established in a terri- 
tory where such was the case. 


Ten Years Competition 


I sometimes am inclined to believe 
that you have appointed yourself the 
mouthpiece for the industry defending 
the cause of utility merchandising in 
anticipation of possible political or gov- 
ernment action which might endeavor 
to remedy the very unfair merchandis- 
ing practices in certain sections and 
certainly, in my opinion, happening in 


part of our territory. 

This letter undoubtedly will sound very 
harsh and bitter but please bear in mind 
that this is not written on the spur of 
the moment but is based upon ten years 
of competition with the utilities and I 
feel certain that if you were in my posi- 
tion, you would have exactly the view- 
point that I have. After ten years of 
“conversation” from the utilities re- 
garding cooperation, etc., they would 
have to make several very definite 
changes in their merchandising policy 
and give me tangible evidence of co- 
operation for any one to change my 
attitude toward them. 

SPECIALTY DEALER 


Epitor’s Note: ‘The dealer who 
wrote this letter is well known to us 
as responsible and long established in 
the appliance business. He is the 
kind of ally the utilities need in de- 
veloping a greater domestic use of 
electricity, and his letter contains 
some wholesome admonitions on 
merchandising policy. 
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E, E. I. Sounds Note of Commercial Leadership 


We want to keep up this promotional 
effort on electric cookery until we get all 
the electric light and power companies 
interested. Please don’t understand, 
however, that we can make a success of 
it if only electric light and power com- 
panies sell ranges. We cannot. And 
there wouldn’t have been a success made 
of the refrigeration campaign if only 
central station companies sold refrigera- 
tors. We have got to increase the out- 
lets, the dealer sales outlets, the distribu- 
tion agencies for it. That is where I 
quarrel a little with the manufacturers. 
They all want the best local selling 
agency. The central station is the best 
selling agency. Therefore all compete 
for the central station business. But we 
cannot sell the products of all the manu- 
facturers. We cannot get selling 
agencies for them. We cannot put this 
sale over unless the central station com- 
panies father it in the local community 
and underwrite the promotion of it. It 
cannot be done in any other way. So 
we are going to keep after it. And we 
want the chief utility executives to get 
interested. 

Sometimes a manufacturer holds back 
in spending much time and money be- 
cause he says that when he promotes 
‘electric cookery a lot of other people 
will begin to make ranges who do not 
contribute to the effort. They save the 
money which would be contributed to 
the range program and knock off two or 
three dollars of the sales price and the 
customer buys the competing range be- 
cause it is that much cheaper. 

I think we ought to recognize those 
manufacturers who help to promote the 
national effort. The more they make 
the more we sell, and the more each of 
them is going to sell. 

I want to say I firmly believe and 
wholeheartedly believe in the desir- 
ability and practicability of electric 
cookery in the home, but it can only be 
put over by the wholehearted support of 
the industry. Criticisms, objections, in- 
difference, reluctance, timidity, doubts, 
questionings, laziness, lethargy never 
put over anything and won’t put this 
over, either, 


AIR CONDITIONING 
By C. E. Michel 


Sales Manager 
Union Electric Light & Power Co., 
St. Louis, Mo. 


OMETHING happened in 1932 

which made a reality of the air con- 
ditioning business in so far as the 
Utility Sales Department is concerned. 
Previously it had not been a business 
in which that department could play a 
very large.part. Vast quantities of de- 
velopment work had been done and 
much progress in the art had been made, 
but air conditioning installations were 
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(Continued from page 32) 


still tailor-made for each particular job 
and each job had to be engineered by 
those experienced in the many different 
branches of the air conditioning field. 
Air conditioning had not yet crystallized 
into something which the Sales Depart- 
ment could take hold of with a definite- 
ness of program and purpose and a 
reasonable certainty of results, but the 
year 1932 saw the arrival of stand- 
ardized air conditioning units and with 
them the opportunity we sought. There 
are available today practical stand- 
ardized units that meet almost every 
requirement of the utility company sales 
department. 

It is no longer necessary to design in 
detail every part of an air conditioning 
installation. While some __ technical 
knowledge is still necessary on the part 
of the salesman, it is nevertheless true 
that the further development of the in- 
dustry depends more om sound promo- 
tion and salesmanship than on engineer- 
ing. The standardization of air condi- 
tioning units has made it possible to se- 
lect with confidence a suitable unit for 
the particular installation under con- 
sideration. 


Market not far away 


. I have repeatedly heard the opinion 
expressed that residential air condition- 
ing lies a long way in the future. Our 
experience indicates that the develop- 
ment of this market is not far away. 
Out of 44 installations using mechanical 
equipment, made in St. Louis during 
1932, 16 were in residences and only 2 
were for industrial processes. The bal- 
ance were for offices and commercial in- 
stallations. These results were secured 
from a general promotional effort which 
did not lay special emphasis on resi- 
dential business. It is our opinion that 
the residential field is a fertile one. 

Now, what does this mean to the 
utility? The hours of usage of a space 
cooling installation will vary in dif- 
ferent sections of the country. In St. 
Louis experience has shown that a resi- 
dential installation will be in operation 
for an average of 1,000 hours during the 
season. If only one room in a residence 
is cooled with a connected load of 14 
kilowatts, such an installation will use 
an additional 1,500 kilowatt-hours dur- 
ing the summer months. 

One residence in St. Louis last year 
installed equipment for cooling three 
rooms with a total connected load of 3 
kilowatts. Contract has already been 
signed for an additional 14 kilowatt unit, 
so that the total load in this particular 
residence will now be 44 kilowatts and 
the use of an additional 4,500 kilowatt- 
hours during the summer months. 

A completely air conditioned office 
building in St. Louis last year used re- 
frigeration for 1,253 hours while oper- 
ating on a five-day week. During that 


time it used 171,990 kilowatt-hours for 
refrigeration only, while the total usage 
for air conditioning purposes, including 
fans and air washers, was 270,989 kilo- 
watt-hours for the year. 

A grocery store found cooling and de- 
humidifying beneficial to its business 
and the annual consumption for this 
purpose was 15,500 kilowatt-hours. The 
connected air conditioning load is 15.75 
kilowatts. 

A large theatre with a connected load 
of 375 kilowatts, has an annual con- 
sumption for all year ’round air condi- 
tioning of 412,000 kilowatt-hours. 

A restaurant with a connected load of 
12.75 kilowatts uses 10,000 kilowatt- 
hours annually. 

A large hotel has two of its restaur- 
Ants cooled with a total connected load 
for this purpose of 68 kilowatts and an 
annual usage of 78,000 kilowatt-hours. 


103 Installations y 


It is interesting to note that the con- 
nected air conditioning load on our lines 
is 5,773 kilowatts, made up of 103 in- 
stallations of which— 


14 are for industrial uses 

7 in theatres 

14 in restaurants 
31 in offices and salesrooms 

8 in retail stores 
26 in residences 

1 in a broker’s board room 

1 in a mortuary, and 

1 in a completely air conditioned 

office building. 


During the last forty-five days, con- 
tracts were placed in St. Louis for a 
number of installations, even though the 
warm weather had not as yet set in. In- 
cluded in this list is a completely air 
conditioned residence where cooling and 
dehumidification are provided during 
the summer and humidification, air cir- 
culation and cleansing during the entire 
year. 


10 Manufacturers Cooperating 


It is significant to note that whereas 
during 1932 we had only three manufac- 
turers sales organizations to cooperate 
with us on a substantial scale, we are 
assured for 1933 of such cooperation 
from at least ten prominent manufac- 
turers with others still to be heard from. 
Our program this summer is on a more 
extensive scale, and since the conditions 
in the industry have developed so favor- 
ably, we feel confident of satisfactory 
results. 

In conditioned air, if it be only cooled 
and dehumidified air, we have something 
the public wants, something they need, 
and now with standardized units we can 
supply that need and supply it profitably. 
It remains for us to do the job to the 
benefit of all concerned. 
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Review of 





Strang Air Conditioner 


The Strang Air Conditioning Corp., 
Kansas City, Mo. 

Device: Portable, self contained room 
cooler and air conditioner, cools, de- 
humidifies, humidifies, washes. 

Description: Air to be conditioned is 
drawn through louvers top of cabinet, 
through expansion or cooling coil, 
where it is cooled, dried or dehumidi- 
fied, and“ cleansed; flows back into 
room through louvers in front of cabi- 
net at rate of 500 cu.ft. per min.; 
melting ice equivalent capacity : Model 
B, 55 lbs. per hr. Model C, 95 lbs. per 
hr.; Model CC, 117 lbs. per hr. e- 
frigerant 54 lbs. Methyl Chloride gas. 
Walnut finished furniture steel cabi- 
net. Model B, 53-in. high, 36 in. wide 
28 in. deep. Model C, and CC, 56 in. 
high, 36 in. wide and 28 in. deep.— 
Electrical Merchandising, July, 1933. 





Wakefield Domino 
Fixtures 


The F. W. Wakefield Brass Co., 
Vermilion, Ohio. 
Description: Interconnectible lighting 
units applied to ceiling in patterns 
give the effect of modern built-in 
lighting, from standard ready-to-hand 
fixtures. Now available with formal 
design deeply etched on opal glass 
having the sparkle effect of crystal; 
also with bierhaus decoration for bars 
or beer gardens; unit has 2 twin 
sockets which may be lamped from 25 
to 100 watts each.—Electrical Mer- 

chandising, July, 1933. 






Hedgshear 
Syracuse Toolectric Mfg. Corp., 
Syracuse, N. Y. 
Device: Electric hedge trimmer. 
Description: Operates on vibrationless 
principle of continuous cutting; teeth 
sharpen themselves and cannot jam. 
Air-cooled Universal motor below 
handle operates continuous chain on 
which cutting teeth are located at 
staggered intervals; weighs 59 Ibs. 


Price: $29.50.—Hlectrical Merchandising, 
July, 1933. 
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Century Boiler-Burner 


Century Engineering Corp., 
Cedar Rapids, Iowa. 


Device: Boiler-burner unit. : 

Description: Unit includes built-in re- 
fractory chamber, super-domestic 
water coil, capacity sufficient to sup- 
ply hot water without storage tank. 
2 models, 500 and 900 ft. steam radia- 
tion capacities. Oil burner features 
Floating Flame; fully automatic-con- 
trolling devices include stack switch, 
aquaswitch, combination pressure, 
temperature and altitude meter, water 
glass, safety valve. Adaptable for 
use on steam, hot water, vapor or 
domestic hot water heater. 

Finish: Copper, red or green crackle 
finishes. — Electrical Merchandising, 
July, 1933. 
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Ideal Fluid Heat 


Anchor Post Fence Co., Baltimore, Md. 
American Radiator Co., 
40 W. 40th St., New York City 

Device: Boiler-burner unit. 

Description: Fluid Heat wall flame ro- 
tary burner; base unit consists of 
hearth and burner simplifying install- 
ation; electric ignition; gas ignition 
also available; vertical sectional type 
boiler with oval sections; revertable; 
boiler is cased in rectangular metal 
covering, apple-green enamel with 
chromium trim; observation window 
with protective slide; 8-cell asbestos 
lining; Taco coil for water supply; 
low-water cut-off standard equipment ; 
combined low-water cut-off and auto- 
matic boiler feed also available; 800 
sq.ft. steam radiation at 80% effi- 
ciency; normal stack temperature 450 
degrees. — Electrical Merchandising, 
July, 1933. 








Metal Extensionduct 


National Electric Products Corp., 
Fulton Bldg., Pittsburgh, Pa. 


Device: 2-piece oval duct, takes 2 No. 
14 Wires, fits into angles unnoticeably, 
carrying wires to neat receptacles. 
Neutral mahogany finish—red brown 
to match most woods.—Electrical 
Merchandising, July, 1933. 





GE Cleaner 


General Electric Co., Mdse. Dept. 
Bridgeport, Conn. 


Device: Model 111, motor driven brush, 
cleaner. 

Description: Improved 2-speed vertical 
type 3 hp. motor, a.c. or d.c., 110 vo 
375 watts; 7-blade, hand-balanced 
fan; 5-point brush adjustment; con- 
trol for quick nozzle adjustment; 
stream-lined, aluminum body with 
aero-dynamic sweep of line from 
nozzle to tip of handle; blue bag rub- 
ber bumper; weighs 19 lbs.—Electrical 
Merchandising, July, 1933. 





F ey, Floor Machine 


Fay Co., Ine. 
130 Madison Ave., New York City 


Device: Fay Diamond model, floor ma- 


ne. 

Description: Polishes, waxes, scrubs, 
resurfaces floors in homes, stores, 
offices. Designed to place 30 Ib. of 
weight directly over 2 revolving 
brushes, 6 in. diam.; air cooled Uni- 
versal motor; operates from _ con- 
venient outlets; pistol ip handle 
with toggle switch; molded rubber 
bumper; standard equipment 2 wax- 
ing brushes, 2 polishing brushes; 
lamb’s wool wax applicator; 1 qt. can 
liquid wax. -Bassine fibre brushes for 
scrubbing, steel wire brushes for 
rough surfaces, sand paper discs, steel 
wool pads, polishing pads available 
at slight additional cost. 

Price: $65.—Electrical Merchandising, 
July, 1933. 


¥ 
V oss Washers 


Voss Bros. Mfg. Co., 
Davenport, Iowa. 

Models: J, H. 

Description: Floating agitator, dupli- 
eates hand washing; Model J, corru- 
gated porcelain enamel tub; power 
unit, 4 moving parts; Model H, full 
size tub; Lovell wringer, i in. rolls, 
standard safety release; finger tip 

Prices Mod 1 J, $59.95, with pump $10 

e: Mode 95, 
additional.—Electrical Merchandising, 
July, 1933. 
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W estinghouse Coffee . 
Maker 


Westinghouse Electric € Mfg. Co., 
Mansfield, Ohio 


Device: Vacuum type coffee maker. 

Description: 7-cup capacity; heat proof 
glass mounted on chrome plated base ; 
refractory brick heating element; 600 
watts; wood handle. 

Price: $4.95.—Electrical Merchandising, 
July, 1933. 





New Haven Clock 


The New Haven Clock Co., 
New Haven, Conn. 
Device: Electric alarm clock. 
Description: Slow speed, 180 r.p.m. 
manual starting motor; alarm sets 
from large dial; unbreakable crystal ; 
back finished flush with case; metal 
case with nickel trim, rose, green, 
blue, black. 
Price: $2.00—Electrical Merchandising, 
July, 1933. 





GrillMaster Grill 


Steel Materials Co., 
17260 Gable Ave., Detroit, Mich. 

Device: All-purpose cooker, grill, broils, 
roasts, toasts, fries. 

Description: Consists of roasting pan, 
grill rack and _ “self-basting cover; 
heating unit, a.c. or d.c. also recom- 
mended by manufacturers as heater 
in bathroom. 

Price: $3.95.—Electrical Merchandising, 
July, 1933. 
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Universal Kitchen 
Helper 


Landers, Frary & Clark, 
New Britain, Conn. 


Device: Mixer and beater with juice 
extractor, food chopper, vegetable 
slicer and shredder, potato ricer, coffee 
grinder. 

Description: Portable beating unit may 
be used separately; 3-speeds; a.c. or 
d.c.; separate beaters easily removed ; 
tilt-back motor stand; unbreakable 
bowls; ivory, with green trim. 

Price: $27.50 complete with all attach- 
ments; Standard set-mixer beater, 
beverage mixer, juice extractor and 
food chopper, $19.95; Attachments 
may be purchased separately as fol- 
lows: juice extractor, $2; food chop- 
per, $2; vegetable slicer, $3.50; potato 
ricer, $1.25; coffee grinder, $3.—Elec- 
trical Merchandising, July, 1933. 





Handysaw 


Chicago Electrical Mfg. Co., 
2801 S. Halsted St., Chicago, Ill. 

Device: Motor driven scroll and jig saw, 
makes puzzles, toys, etc. 

Description: 154 in. high, 153% in. long; 
heavy rubber non-slip feet; throat 12 
in deep to accommodate large sections 
of wood; cuts wood up to 3 in. thick; 
work table 64 in. round; adjustable 
shoe; induction type motor; a.c. only; 
105 to 115 volts; red, black and alumi- 
num enamel finish.—Electrical Merch- 
andising, July, 1933. 
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Mellotone Chime Signal 


National Signal. Systems Inc., 
1641 Collamer Ave., Cleveland, O. 

Model: B. 

Device: Rheostat makes it possible to 
obtain any desired volume of sound; 
chimes once for 1-signal, for another 
signal the two notes chime alternately 
2 or 3 times each; 50 in. long; 62 in. 
wide; 3% in. deep. Chrome tubes; 
chrome and black mechanism case. 

Price: $24.50.—Electrical Merchandis- 
ing, July, 1933. 


. Kato Midget AC Plant 


NEW Products 








V elvet Water Softener 


H. L. G. Co., 
Kalamazoo, Mich. 

Device: Type “D” water softener with 
brine tank. 

Description: Fully automatic; time con- 
trol; regenerates itself by automatic 
control; welded galvanized tanks 
brine tank painted inside with special 
brine resisting paint ; synthetic Zeolite 
mineral; lime free gravel; in-built 
Bjector Valve; mineral screen of 
heavy brass tubing.—Electrical Mer- 
chandising, July, 1933. 
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Edison Aquarium 
Heater 


Thos. A. Edison Inc., 
West Orange, N. J. 

Device: No. 202-A aquarium heater with 
vacuum heat control. 

Description: Heating unit encased in 
Pyrex; control unit also encased in 
glass; both mounted in black rubber 
housing equipped with 8-ft. rubber in- 
sulated cable; automatic; non-radio 
interfering ; 110-120 volts a.c. or d.c.; 
74 watts; maintains 75° temperature 
in 10-gal. tank when outside tempera- 
ture goes to 45°. 

Price: $7.50—Electrical Merchandising, 
July, 1933. 





Kato Engineering Co., 
Mankato, Minn. 


Device: Self-starting midget electric 
light plant for summer homes, small 
farms, on sound trucks or in isolated 
places. 

Description: Model 1-A generates 110 
volts 60 cycle, a.c.; capacity, 300 
watts. 4 cycle air-cooled engines 
equipped with magneto directly con- 
nected to an alternating current gen- 
erator; will handle 12-25 watt lamps, 
a 4 hp. motor, a.c. radio and makes 
possible the use of standard alternat- 
ing current domestic appliances; 
larger sizes—1,000, 1,500, 2,000 and 
3,500 watts—also available. 

Price: Model 1-A, $140.—EHlectrical 
Merchandising, July, 1933. 
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Review of NEW Products 








Toastmaster Tray 


Waters Genter Co., 
Minneapolis, Minn. 

Device: Toastmaster Hospitality Tray 
complete with double or single slice 
Toastmaster, chromium tray, bread 
beard, knife, 6 crystal dishes. 

Price: $19.75 complete with 2-slice 
toaster; $15.25 complete with 1-slice 
toaster; $7.50 if purchased alone; 
$3.75 if purchased with Wafflemaster. 
—Electrical Merchandising, July, 1933. 




















W estinghouse Range 


Westinghouse Electric &€ Mfg. Co., 
Mansfield, O. 
Model: GB-64, Dual-automatic range. 


Description: Oven is in center instead 
of at side, with 2 surface burners on 
either end and a working surface top 
in center of platform; Dual-automatic 
time and temperature control makes 
possible 2-temperature cooking; Dutch 
oven method may be used for roasting 
and maintained temperature for bak- 
ing and canning; clock will start and 
stop both operations; oven 16 x 184 x 
14 in. Ivory finish with black trim. 

Price: $149.50; equipped with timer at 
slight additional cost.—Electrical Mer- 
chandising, July, 1933. 





Electromaster Units 


Electromasier, Inc., 
1808 E. Atwater St., Detroit, Mich. 


Device: Electromaster replacement units 
for electric ranges. 

Description: Refractory porcelain ele- 
ment brick mounted in cast ring de- 
signed to withstand rough usage; flat 
chromium disc or reflector.—Electrical 
Merchandising, July, 1933. 
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Kelvinator Oil Burner 


Kelvinator Corp., 
Detroit, Mich. 


Description: Veriable flame burns con- 
stantly, varying in size according to 
flow of oil, which is automatically ad- 
justed without electric controls by a 
new hydrostatic control which op- 
erates with the simplicity of a ther- 
mometer, the manufacturers claim. 
Hydrostatic control makes possible 
minute variations in flow of oil to 
burner as temperature selector reacts 
to 4 of a degree change in tempera: 
ture, varying flow of oil accordingly. 
A metering device through which oil 
passes before going into burner, raises 
or lowers an air gate, thereby control- 
ling the amount of air supply in exact 
ratio to amount of oil being fed to 





burner. Flame burns in suspension ; 
1/20 h.p. motor; burner head is 
mounted on pedestal outside furnace 
and burner swings in and out of fur- 
nace door. Furnace grates and in- 
terior remain unchanged for installa- 
tion of this burner. Easy installation 
feature makes it possible for people 
renting to move burner with them 
when they move from one place to 
another. — Electrical Merchandising, 
July, 1933. 
Vv 


Modine Room Cooler 


Modine Mfg. Co., 
Racine, Wis. 

Device: Modine “Ice-Fan” portable 
room cooler, cools, dehumidifies. 

Description: Sectionalized construction 
in 3 separate units; Monitor top con- 
tains 65-watt motor, a.c. or d.c., and 
blower, intermediate section, or ice 
containers, 75 lb. ice capacity each; 
base serves as support and “dew col- 
lector’ for excess moisture extracted 
in cooling and dehumidifying; auto- 
matically protected against running 
over; directional control; air deflector 
directs air stream up or down at touch 
of finger; available in 3 models, 75, 
with single ice section; 150 with 2 
ice sections of 150 lb. capacity; and 
model 225 with 225 lb. capacity. Mod- 
ernistic satin black finish with silver 
striping; delivers air at rate of 200 
ca. lectrical Merchandising, July, 
1 i 








GE Chiedes 


General Electric Co., 
Bridgeport, Conn. 

Models: Little Hostess, Debutante, Puri- 
tan, self-starting, synchronous clocks. 

Description: Little Hostess, for kitchen, 

* bedroom or desk; green, ivory or black 
Beetleware case; 34 in. cream enamel 
dial; 54 in. high, in. wide. Debu- 
tante, easel type, for living room, 
office; chrome or gold finish case; 
black modernistic numerals; 5% in. 
high, 534 in. wide. Puritan, tambour 
model, solid mahogany or maple case 
34 in. cream enamel dial; 6 in. high, 
123 in. wide. 

Price: Little Hostess, $4.50; Debutante, 
$5.95; Puritan, $5.95.—EHlectrical Mer- 
chandising, July, 1933. 


Vv 





Sunbeam Attachment 


Chicago Flexible Shaft Co., 
Roosevelt Rd. & Central Aveée., 
Chicago, Ill. 


Device: Potato peeler attachment for 
Sunbeam “Mixmaster.” 

Description: Self-adjusting arm follows 
shape of any size potato, removes thin 
peeling as it automatically moves 
along like carriage of typewriter; 
makes shoestring potatoes and fancy 
figures for french frying; may be 
used with apples and other vegetables. 

Price: $3.50—Hlectrical Merchandising, 
July, 1933. 


Son-Chief Massage 


Son-Chief Electrics, Inc., 
Winsted, Conn. 
Device: ‘“Magnetic-Massage” vibrator. 
Description: 3 applicators; suction cup, 
finger applicator, flat disc. Bakelite, 
modernistic design. 
Price: $2.95.—Electrical Merchandising, 
July, 1933. 
vV 


Refrigerator Tray 


National Factories Co. 
Cuyahoga Bldg., Cleveland, oO. 
Device: Bottle and utility tray for re- 

frigerators. 

Description: Capacity, 6 beer bottles; to 
be attached under shelf; slides in and 
out like drawer.—Electrical Mer- 
chandising, July, 1933. 
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When a Chromel heating- 
element wears out, the fact 
generally serves to remind 
the user of the device that 
the element has lasted a 
long, long time. He thinks 
of the good service he’s had 
from the device—and has a 
good opinion of its maker, 
and the store from which he 
bought. But he will likely 
know nothing of the Chro- 
mel wire that made that 


good service possible. Yet, we believe that you, 


the dealer, should know. 


It sounds almost unbelievable, but it’s a fact, that 
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—when Chromel was dis- 
covered in 1906, it proved 
to last as a heating-element, 
more than 300 times longer 
than any other resistor then 
available. That fact cre- 
ated the heating device 
business. And Chromel is 
still more durable now— 
much more. Thus, heating 
devices today are better 
than ever before, when 
they are Chromel equipped. - 


HOSKINS MANUFACTURING COMPANY 


DETROIT, MICHIGAN 


Send for our Heating-Unit Calculator (KM) 


THE WIRE THAT MADE ELECTRIC HEAT POSSIBLE 








Review of NEW Products 














Breco Ventilator 


Barrett Regulation Engineers Co., Inc., 
Cleveland Heights, Ohio. 
Device: Kitchen ventilator incorporated 
in 24 in. length of stove pipe. 

Description: Simple to install, replaces 
24 in. length of ordinary stove pipe 
and plugs into outlet; evacuates heat, 
grease from zone above stove, ex- 
hausts odor-laden air into chimney; 
no interference with oven cooking; 
squirrel cage, shaded pole induction 
motor; 110 volt, 60 cycle, a.c.; re- 
quires only 23 to 25 watts per hr.; 
non-radio interfering.—Electrical Mer- 
chandising, July, 1933. 








Snapit Cord Set 


Marks Products Co., Inc., 
24 N. 9th Street, New York City 
Description: 10,000 cycle, labelled cord 
set, approved by Underwriters Labora- 
tories; 7 ft. 2 in. long; individually 
boxed. 
Price: 50c. without switch; 75c. with 
switch. — Electrical Merchandising, 
July, 1933. 





Quick-lMiix Mixer 
Robeson Rochester Corp., 
Rochester, N. Y. 

Device: Portable mixer. 

Description: No special bowls necessary, 
chromium shaft fits into cups, glasses, 
bowls etc.; “Superwhip” agitator; 
shur-grip-handle; convenient thumb 
switch; air cooled motor, a.c. only; 
handy hook hanger. 

Price: $3.95.—Electrical Merchandising, 
July, 1933. 
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Dumore Hedge 
Trimmer 


The Dumore Co., 
Racine, Wis. 


Device: Electric hedge trimmer. 

Description: Suitable for horizontal, ver- 
tical trimming, adaptable to special 
shapes; Dumore motor ac. or dc.; 
blades with reciprocating and radial 
action; weighs 3% lbs.; saw _ steel 
blades 8§ in. long; insulated aluminum 
handle, motor case; equipped with 3 
ft. rubber cord; 30, 50 and 100 ft. 
lengths cord available at slight addi- 
tional cost. 

Price: $19.50.—E#lectrical Merchandis- 
ing, July, 1933. 





Made-Rite Lawn 
Sprinkler 


The Made-Rite Manufacturing Co., 
Sandusky, Ohio 


Device: Illuminated lawn sprinkler and 
portable electric fountain. 

Description: Specially designed sprinkler 
attachment is placed over container 
with a reflector and 100 watt bulb to 
allow the reflection of light to pass 
through spray; varied color effects are 
obtained by changing lens or glass; 
sprinkler is attached to regular gar- 
den hose rubber covered 3-way cord 
connection with ground wire; may 
also be used as electric fountain in 
rock gardens, hotel lawns etc. 

Price: $19.50, lens $1.50 extra.—Elec- 
trical Merchandising, July, 1933. 





Olympic Sharpener 


The Humason Mfg. Co., 
Forestville, Conn. 


K. F. Lees, 230 Park Ave., N. Y. C. 
Factory Representative 


Device: Razor Blade sharpener. 

Description: Operates on lapping prin- 
ciple; special compound used on 
sharpener to grind blade; without 
compound blade is stropped. Mag- 
netic action holds blade at correct 
angle and tension; Harvite case, as- 
sorted colors. 

Price: $1.50.—Electrical Merchandising, 
July, 1933. 








Wirt Lamp Tester 


Wirt Co., 5221 Greene St., 
Germantown, Phila. 


Devicé: Model 212, for testing medium 
screw, intermediate and candelabra 
base incandescent lamps; 33 in. diam. 
1g in. high. 

Price: 98c.—Electrical Merchandising, 
July, 1933. 





Plug Pup 


Etak Mfg. Co., 
20 Irving Place, N. Y. C 


Device: 3-way outlet plug made to re- 
semble pup; available in _ pastel 
shades, white and black porcelain. 

Price: 98c.—Electrical Merchandising, 
July, 1933. 


Universal Fan 


Landers, Frary € Clark, 
New Britain, Conn. 
Device: No. 310 None-oscillating fan. 
Description: 10 in. blades; _ closely 
spaced, wire ringed guard all-around 
fan; induction type motor; non-radio 
interfering; 550 cu.ft. air per min.; 
35 watts, 110 volts, 60 cycles, a.c.; 
single speed toggle switch; 11 in. 
wide; 13 in. high, French green-grey 
enamel moire finish.—Electrical Mer- 
chandising, July, 1933. 
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Improved Elasticord 


United Elastic Corp. 
Easthampton, Mass. 
Device: Blastic heater cord contracts, 
expands as attached device is moved. 
Description: Lighter tension, non-kink- 
ing and non-tangling makes ironing 
quicker, cleaner, and easier. No slack 
cord to wrinkle or dirty ironing. 
Furnished in labeled 16 Ga. 10,000 
cycle Elasticord with screwless plugs, 
soft rubber caps. No springs. 
Prices: 75B Switchless Set List 75c. 
90B Switch Set List 90c. LHlectrical 
Merchandising, July, 1933. 
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